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It Pays to sell Quality 


at Popular Prices 
You CAN..with Woosters 


Also, it pays to handle a complete, condensed 
line that includes brushes for every painting 
purpose. That’s why you'll find Wooster 
Brushes a good line to tie to...and to sell. 
They bring added prestige to your store. 
Made of selected Chinese bristles for just 
the right spread ...and long wear. The 
rock-like Foss-Setting prevents shedding of 
bristles. Wooster quality is internationally 
recognized. Yet, Wooster Brushes cost no 
more than other good brushes. For a big 
selling season, why not call your Wooster 
distributor now? 








FOSS'S 


Se we ager THI 


Brushes That Are 





No. 1000 WALL BRUSH 


Flexible, Chinese bristles for smooth, 
even painting. Rock-like Foss-Setting. 
Balanced Beavertail handle. 


With the coming of the flat 
wall paint season, be sure 
you getanample stock of this 
fast seller from your jobber. 


THE WOOSTER BRUSH CO. * WOOSTER, OHIO 
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oot NEW YALE PADLOCKS. 
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No. 258. Maroon lac- No. 240. Bive lacquer 
quer finish. Suggested finish. Suggested retail 
retail price . . 25¢ price. . 2 so 35> 


No. 248. Mahogany 
lacquer finish. Suggest- 
ed retail price . 25¢ 





No. 603. Green lac 
quer finish. Suggested 
retail price . . 3S¢ 





No. 711 PB. Cream 
enamel finish. Suggest- 
ed retail price . SO¢ 






No. 143. Boked alu- 
minum finish. Suggest- 
ed retail price . SO¢ 
















No. 604, — oat No. 627. Blue enamel No. 713. Bright chro- 
pant nis meg | finish. Suggested retail mium finish. Suggested 
retail price . . asiee orar ak 75; retail price . . 75¢ 







No. 794. Boked brass 
finish. Suggested retail 
price. . . $1.00 


Are As Colorful As a Palette.> 


HERE’S COLORFUL SALES NEWS 


We've taken practically our entire padlock line and dressed them up in 
brand new color finishes. And as an added sales stimulant, all padlocks 
of the pin tumbler, disc tumbler, and lever tumbler types now carry the 
full YALE trademark. Only one thing hasn’t changed — the strength and 


security that always go with YALE. 





os 


As far as your customers are concerned, these locks will be brand new — 
Visit VALE ot the with vivid, eye-compelling colors which can’t help but draw their eye. For 


New York World's 
Fair. Main Exhibit complete information on these selling locks, contact your jobber or write direct. 


in Metals Build- 
ing, near Trylon 


Siner dieplon e THE NAME YA[F HELPS MAKE THE SALE ° 


are in the Home 
91000 8.Y.W.?, Building Center. 


THE YALE & TOWNE stamroro conn. u.s. a 
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A FEW TYPICAL 
APPLICATIONS 


Animal Pens 
Garage Partitions 
Tree and Shrub Guards 









Trash Burners 
Tennis Courts 
Bird Cages, Aviaries 
Cake Cooling Racks 
Children’s Piay Pens 







Flower Baskets 
Vegetable Bins 

Flower Supports 

Porch Guards 
Anti-Burrow Mesh 
Laying Batteries - 

Silos 

Feeding Pens 

Poultry Floors 

Thatched Shelters 

Storage Bins 

Barn Partitions 

Drying Racks 

ey Cooling Baskets 
Vine Supports 

Animal Cages 

Portable Pens 

Animal Runs 

Vermin Proof Fence 
Catching Traps 
Carpeting Wire 
Repairing Work 
Screening Fabric 
Material Bins 

Sample Exhibit Enclosures 
Cooling Tables 

Plant Signs 

Window and Light Guards 
Process Immersion Racks 
Tool Room Partitions 
Drying Equipment 
Lavatory Divisions 
Machinery Guards 
Chute Covering 

Rabbit Guards 
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Pittsburgh Close-mesh welded Fence Fabrics include a variety 
of wire spacings, gauges and widths in combinations that meet 
the widest range of needs for home, farm, industrial and 
commercial purposes. Their welded construction results in a 
smoother, stronger, non-raveling fabric that is not only far 
superior to ordinary fabric of the same spacings, for customary 
uses, but also extends the range of usefulness to applications 
where other materials cannot function satisfactorily. Possi- 
bilities for sales are limited only by the imagination and in- 
genuity of the customer. Better looks and longer life result 
from the bright, uniformly heavy pure zinc coating, bonded 
by the hot-dip galvanizing process to genuine copper-bearing 
steel wire of special analysis. Meshes from 1x1" to 2” x6"; 
gauges from 11 to 16; widths up to 72". CERTIFIED better, 
of course. Send for circular No. 459 D. 


PITTSBURGH STEEL COMPANY 


1621 GRANT BUILDING PITTSBURGH, PA. 
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7 meshes + 5 gauges + 6 widths = MORE SALES! 
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PUMPS — WATER SYSTEMS — SPRAYERS -HAY TOOLS - DOOR HANGERS 


Something of importance is going on right now that every 
water system dealer should investigate immediately. It’s the new 
Myers Program “Step in Line for Greater Profits with Myers”, 
already adopted by hundreds of dealers, that is creating new 
selling power by turning prospects into profits for them. 


Although it works like magic, there is no magic in the 
Myers Program. Simply the application of modern selling 
methods tested and proved by successful Myers dealers which 
respond quickly and pay rich rewards when used by any 
aggressive water system dealer. 


Don’t be satisfied any longer with your present water sys- 
tem sales activities. Get complete information from Myers or 
your Myers Distributor about this new Program and how it will 
work for you when applied to your own market. Any Myers 
salesman—any Myers Distributor salesman will gladly tell you 
about it. Ask us to have one of these men see you immediately. 


THEF.E.MYERS & BRO. co. 


ASHLAND, OHIO. 
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The HEATER LINE FOR SALES ACTION mn 1940 





LEADERS OF THE 1940 HEAT ‘PARADE 


; VANOIL 4.7 HEATERS. 


Backed by the most Dynamic : «le Campaign in the Industry 


For 1940, we present a emesiadiin volume — a line that quickly re- 
line of oil-burning heaters packed — sponds to modern merchandising 
with sales power! It’s a complete methods — a line that meets to- 
all-star line, starting with price- day's demand for “feature prod- 
leader Radiants, including low- ucts” as no other heater can! 
priced Dual-Heat Circulators, big- With exclusive fan-forced heat at 
value Conventional Circulators. FE OQQR-LEVEL. EVANOII 
a c > of » gg M « 
and topped with sensational  jeaters out-perform all others. 
Forced-Aire” models with Evan- With complete and dynamic 


Dh ig » ive »Z > ‘4 ae 
oil’s big exclusive feature. merchandising and advertising 





. + + ail ° 
FLOOR-LEVEL heat! program to back up your selling 

A complete range of models— _ efforts, it’s the line that offers 

with big outstanding features— you the opportunity for most 

and NEW LOW PRICES! It’s a__ profitable heater sales in 1940 Before you decide on any other line of 
: ‘ ; ; heaters, get full information on the 
line that has no equal for getting and straight through the forties! Evanoil line. Mail the coupon today! 







EVANAIR DIVISION, Evans Products Co. 

Dept. 10, Detroit, Mich. 

Send full information on Evanoil Oil-Burning 
Heaters for 1940 and your “Year Ahead” Program. 
(0 Dealer Franchise (0 Distributor Franehise 


-. EVANOIL and EVANAIR 
_ Names thet Mean Quality and Vaiue 
* a : ‘ee fe ‘ Aas he ; 
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CATALOG 
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ILL AE ELL AY, 


EASY TO USE--- COMPLETE---WITH SENSATIONAL 


COLOR-TONED® MIN: 


Join the Residence Builders Hardware Line 



























that goes the farthest to make sales. Give 
yourself “something” more to sell and tested 
merchandising tools to help make the sale! 
Compare the Selling Value and Profit of the 
National Brass Line. FIRST in “Crystal- 
Crome” and “Color-toned” Cabinet Hard- 
\) ware. FIRST in Metal Display Panels. FIRST 
in colorful “Duralin” with the Original Dex- 


ter Tubular Locks and Latches. 


NOW National Brass presents complete New 
Catalogs to their big family of dealers. Com- 
tains 200 pages and more than 875 illustra- 


tions—it’s New—Different—Easy to Use! 


NOW National Brass joins in a closer bond of 
Manufacturer-Dealer co-operation toward 
greater sales and more profits—New Selling 


Helps, New Merchandising. 


WRITE for complete “Facts & Features” of 
the National Brass Line. See the 2 New Sell- 
ing Manuals—Handy Reference Cabinet 
Hardware—Handy Reference “Matched Sets”’ 
Locks and Latches. Send for your copies, no 


obligation. Write today. 


National Brass Company, Mfrs. 


GRAND RAPIDS, MICHIGAN 


- Builders Hardware 
Cabinet Hardware 
Screen Door Hardware 


“SOLD DIRECT TO YOU” FROM MANUFACTURER TO DEALER 
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the oldest 
mame in 
steel traps 





OW IN Sewell Newhouse pounded 


out the first steel trap on his father’s 
anvil at Oneida Castle in 1823 he 
revolutionized the age-old business of 
catching fur-bearing animals for profit 
and protection. And when the Oneida 
Community under his leadership devel- 
oped the making of steel traps into a 
commercial enterprise during the middle 
of the last century they laid the foun- 
dations for a great industry and a sub- 
stantial business which is today the 


largest maker of steel traps in the world. 





Sewell Newhouse would marvel if he 


could see the modern machinery and the 
scientifically controlled heat-treating 
furnaces with which hundreds of thou- 
sands of Oneida traps are made today. 

Oneida traps have been improved in 
design and materials since the days of 
Newhouse. Far better traps are sold for 
much less money. But could he read this 
magazine and see the traps being made 
today, he would be glad to know that 
in more than 100 years there has never 


been any compromise with quality. 


ONEIDA NEWHOUSE TRAPS - ONEIDA VICTOR TRAPS + ONEIDA JUMP TRAPS 


ANIMAL TRAP COMPANY OF AMERICA 


LITITZ, PA.+> NIAGARA FALLS, CANADA 


Also makers of Victor Mouse and Rat Traps, Victor Duck Decoys, and Trump Garden Tools 
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*“Outmoded Devices 


of Commerce :— 

Appearing serially in The 
Saturday Evening Post, under 
the title “Dime Store”, is an in- 
teresting story of the life of the 
late F. W. Woolworth, founder of 
the chain store system that bears 
his name. The story traces his 
humble beginning, his modest 
progress in the early days and 
takes the reader through the 
various steps that led to the gi- 
gantic present day Woolworth 
chain. Authors John K. Winkler 
and Boyden Sparkes tell their 
story in a most engaging style. 
At one point they quote Mr. 
Woolworth as being particularly 
partial to 5-cent hardware items 
because they had good margins 
and could be sold easily in vol- 
ume. But at another point in the 
story is a slam on high prices 
said to be charged by hardware 
stores for the same items. In the 
February 3, 1940, installment 
dealing with the decision to aban- 
don the 10-cent limit is the fol- 
lowing observation: 

“Five-and-Ten, as an Amer- 

ican institution, came to a 

quiet end on November 13, 

1935. The occasion was a 

meeting of the board of direc- 

tors of the F. W. Woolworth 

Co. The action they took was 
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ey CHARLES J. HEALE 
EDITOR, HARDWARE AGE: 


designed to engineer the com- 
pany into merchandising more 
profitable than the _ price-re- 
stricted field of 5-and-10. One 
of them formally recited: 

“Resolved, that the selling- 
price limit of 20 cents on mer- 
chandise be discontinued.’ 

“Competitive stores. un- 
hampered by the once talis- 
5-and-10-cent price 
limits, were flourishing. 

“Only one of the old fellows 
who had made their fortunes in 


manic 


5-and-10 stores while once- 
proud department-store owners 
from coast to coast had been 
growing less rich, remained on 
the board—C. S. Woolworth. 
Even he had been persuaded, 
at least in part, by the experi- 
mental raising of the ceiling 
from 10 cents to 20. The test 
had revealed the old limit for 
what it had become—a com- 
mercial strait jacket. So, the 
resolution was adopted, and 5- 
and-10 was started on its way 
to join countless vanished job- 
bing houses, the oilcloth-cov- 


ered peddling pack, the country 







wagon, the 


trader’s chicken 
dry-goods store, and other out- 
moded devices of commerce.” 


“Vanished Jobbing 


Houses” :— 

Discussing these stories with a 
prominent western hardware job- 
ber I wag unhappily surprised at 
his pessimistic acceptance of the 
implied charge that a jobbing 
house is an “outmoded device of 
commerce.” He started to recite 
the roll call of wholesale hard- 
ware houses that have disappeared 
through failures or mergers and 
seemed to feel that it was a long 
list. Actually it was less than 20 
firms (counting firms that had 
more than one house the list is 
30) out of almost 450 and cov- 
ered a 25-year period. Statisti- 
cally this is not a heavy mortality 
and is unquestionably a_ better 
relative record than can be found 
among other wholesale distribu- 
tion channels. In this period more 
than double that number of large 
retail organizations have broken 
into the wholesale picture even 
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though on a rather localized basis. 
Also there have been other types 
of specialty jobbers who have 
broadened their lines and are to- 
day rendering a fairly complete 
wholesale hardware service and 
are so accepted even by their com- 
petitors. Certainly the wholesale 
function has to be performed. It 
can and has been transferred but 
not eliminated as an essential of 
distribution. And in the hardware 
distribution picture the whole- 
saler is an undeniable economic 
necessity. The retail hardware 
field is made up of so many small 
volume stores that any other plan 
of selling is not practical. The 
buying power of the majority of 
retail hardware stores, in most 
lines, precludes any direct pur- 
chasing from factories except at 
prohibitive handling costs for the 
factory, or in uneconomic quan- 
tities for the dealer. Therefore, the 
wholesaler, in the middle of the 
hardware distribution structure, 
enjoys an indispensable economic 
position and performs a function 
that cannot be eliminated. In 
that position he has an obligation 
to keep his dealer-customers com- 
petitive. To maintain that position 
and fulfill that obligation both 
wholesalers and retailers must ac- 
complish more economical opera- 
tions in the immediate future and 
it is definitely a joint undertaking. 


Wholesale Operating 
Costs :— 

The costs incident to operating 
a wholesale business are direct re- 
flections of the services which 
dealer-customers demand, encour- 
age or accept. If retailers con- 
tinue to buy a little of everything 
from every wholesaler who calls, 
the present costs of hardware dis- 
tribution will not be lessened and 
dealers cannot stay competitive. 
It is increasingly apparent that 
dealers must plan to concentrate 
their purchases from one, or not 
more than two, main sources of 
supply so that their individual 
orders are sufficient to effect some 
economies in handling, billing and 
shipping, and permit sufficient 
margin for wholesalers to assist 
in meeting competition with prices 
and with some form of sales pro- 
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motion. Such a plan gives re- 
tailers more time for selling—and 
only when sales are made can 
profits be obtained. Chain store 
managers devote practically all of 
their time, efforts and talents to 
selling. The buying is done at 
headquarters. By the same token, 
meeting current competitive prices 
and methods requires a similar 
arrangement among independent 
wholesalers and retailers—-so that 
the jobber has the buying job and 
the dealer the selling end of the 
transaction. Unfortunately too 
many dealers are more buying- 
minded than sales-minded. Con- 
sequently, their purchases are 
scattered thinly with so many 
sources of supply that no one 
supplier feels obligated, able or 
even interested enough to help 
meet the present day competitive 
problem. There are many notable 
examples of wholesaler-retailer 
merchandising plans, operated 
along the lines I suggest. In my 
judgment, these are becoming in- 
creasingly successful and _profit- 
able to both wholesalers and 
retailers. And I see no other so- 
lution for our problem. Certainly 
it won't be solved by legislation or 
resolutions—only by hard work 
and the mutual acceptance be- 
tween wholesaler and retailer of 
their respective proper functions 
—the jobber as the buyer and the 
retailer as the seller. 


Retail Picture :— 

Too few of us recognize the 
structure of the retail’ hardware 
business and its numerical and 
selling strength. Collectively it is 
a great distribution industry and 
among trade groups stands at the 
top for low mortality and for high 
credit status. Some recent figures 
are important and should be of 
interest. As of Jan. 29, 1940, our 
records (HARDWARE AGE Verified 
List) indicate that there are 34.- 
587 retail hardware stores in the 
United States. Of these: 10,436 
(slightly less than one in three) 
pass the $30,000 mark for annual 
sales; 5,857 (one in seven) run 
between $20,000 and $30,000 per 
year and 18,294 (more than half 
of the total) run less than $20,- 
000 for yearly volume. In the 
past 20 years only 800 to 900 


dealers, of record, have passed 
the $100,000 mark for annual 
sales volume. Here then is a most 
graphic evidence that the major- 
ity of retail hardware dealers are 
wholly dependent upon wholesal- 
ers as their source of supply. 
Further, these figures clearly in- 
dicate the need for greater sales 
volume among hardware stores, 
and the further fact that the an- 
nual individual purchasing power 
of most retail hardware stores 
necessitates greater concentration 
in buying habits. 


Further Obligations :— 


If, when or as more dealers 
pursue a program of concentrated 
buying and devote the greater 
portion of their efforts toward in- 
creasing sales the favored whole- 
salers have, as the buying factor 
in this voluntary partnership, a 
very precise set of obligations 
which are not generally observed 
today. It becomes incumbent 
upon such wholesalers to keep 
their dealers competitive, to aid 
them in sales promotion, display 
and store arrangement and, above 
all, to stop competing with them 
by making “back-door retail 
sales” to consumers. A further 
requirement is to exercise some 
intelligent “business birth con- 
trol” in connection with the start- 
ing of new competing retail 
stores where they are not needed 
or by persons neither competent 
by experience nor aptitude to make 
a success of such ventures. Also, 
more rigid credit regulations must 
be observed for new, would-be re- 
tailers so that there will be fewer 
retail failures due to inadequate 
finances or insufficient down pay- 
ments on opening orders. To the 
wholesaler’s sales staff must come 
a changed attitude and a different 
routine. Instead of trying to see 
how many calls he can make, the 
jobber’s salesman, under such a 
cooperative plan, must arrange to 
give more time to fewer customers 
and to really help those customers 
make a successful showing. All of 
these conditions are being met in 
many parts of the country and 
currently there are encouraging 
reports that promise a further ad- 
herence to such a truly coopera- 
tive and economic procedure. 
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FREE 

with order! — 
Put this work- 
ing display 
mount on the 
counter and 
lec it do its 
stuff for your 
customers! 


NEW PLASTIC 7RI/7 
TUBULAR SCREEN DOOR LATCH SETS 


Here’s something NEW—and priced right for 
. quick sales in a million homes! 

The ILCO tubular type latch set for screen doors | 
is available with complete trim in black or ivory 


plastic, with knob-and-lever or two levers. Also 
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in brass trim with knob-and-lever. 

Here’s extra value with practical beauty appeal 
that’s irresistable. The new mount shown at left | 
gets action. You can get a lot of quick sales this 
spring and summer if you act now. 
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This survey, conducted by Hardware Age, tells 
young men what they should know before they 


= deal- 


ers like the hardware business and 
they recommend it unreservedly to 
their sons and to other young men. 
This fact was clearly established 
by the findings of the survey which 
was conducted among 1478 hard- 
ware dealers by HARDWARE AGE 
and published on page 32 of the 
April 18 issue. It proved beyond 


enter the hardware business. 


It should aid 


them in planning school work, summer jobs and 
all activities serving as preliminary training 


the shadow of a doubt the fact that 
opportunities do exist for young 
men who are willing to work hard 
and study the business of retailing 
hardware. 

These same hardware dealers 
were well qualified to advise young 
men and, accordingly, HARDWARE 
AcE, in the same survey, invited 
their views and recommendations 


on the following questions: What 
should young men, who are inter- 
ested in eventually becoming own- 
ers of retail hardware stores, do 
to secure the experience which will 
be most valuable to them in achiev- 
ing their goals? What sized cities 
and what sized stores offer the 
most practical and widest variety 
of experience? What personal 





CHART A 





Question: In hiring a young man with no previous business experience which of the 
following qualities would you consider most important, money earning ability, leadership, 


scholarship, or athletic ability? 


In cities of under 2500 population. 


In cities of 50,000 to 100,000 population. 





Money earning 


68% | 


Voney earning 








Leadership WY, 15% 
Scholarship 
Athletics 1% 


In cities of 2500 to 10,000 population. 


Leadership 
Scholarship 
Athletics 





Voney earning 
Leadership 
Scholarship 
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In cities of 250,000 to 500,000 population. 





47% | 








27%Z 
0% 


6% 


In cities of over 500,000 population. 








22 % 
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6% 


HARDWARE AGE 


By GEORGE G. HOY 
Associate Editor 
of Hardware Age 





characteristics are most helpful to 
young people in securing their first 
jobs in hardware stores? 

Hardware dealers’ answers to 
these questions should enable 
young men to judge whether or 
not they have the qualifications 
necessary to success in the hard- 
ware business. They should help 
them in planning school work and 
in selecting part time jobs which 
will give them some experience 
and knowledge of retailing. Pre- 
liminary training of this type 
should aid young people in obtain- 
ing permanent positions and 
should go far toward assuring their 
progress and success in the retail 
hardware field. 

First of all, a young man who 
is planning to enter retailing 
should possess or should cultivate 
a pleasing personality. He must 
naturally like people and must 
have a desire to serve them. Many 
of the real pleasures in retailing 
are derived from the satisfaction 
of helping customers solve a prob- 
lem or in equipping them to do a 
particular job. Patience and un- 
derstanding are qualities one must 
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have if he is to serve customers 
properly. 

If a young man works at odd 
jobs after school and during the 
summer months, he will find that 
this ability to earn money in spare 
time is highly rated by hardware 
dealers. A young man who has 
had this type of experience usually 
realizes the value of money, is 
more serious and steady and will. 
in all probability, assume responsi- 





CHART B 


Summary of various types of 
experience or training which 
dealers feel are most impor- 
tant to the young man enter- 
ing the retail hardware field. 


1—Knowledge of Hardware Lines 
2—Merchandising Experience 
3—Inside Selling Experience 
4—Knowledge of Community 
5—Outside Selling Experience 
6—Window Display Experience 
7—Interior Display Experience 
8—Mechanical Ability 
9—Accounting Knowledge 
10—Advertising Knowledge 
11—Chain Store Experience 
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bility quickly. He will also pro- 
gress more rapidly in the retail 
field. (Chart A.) 

A business man is more inter- 
ested in a boy who has good grades 
in school than in one who “just 
gets by.” Being a good student 
indicates the ability to concentrate, 
follow instructions and retain in- 
formatidn. Hardware dealers re- 
gard scholarship records as splen- 
did recommendations for a young 
man. (Chart A.) 

School and class, honors are in- 
dicative of leadership in a ma- 
jority of cases and an individual 
must have a certain amount of 
ability in order to be able to 
handle such positions of responsi- 
bility, even in high school or col- 
lege. Such activities also indicate 
an ability to mix well and to make 
friends easily, both of which are 
decided business assets. (Chart 
A.) 

Athletic ability or activity indi- 
cates certain worth while charac- 
teristics in young people, accord- 
ing to the hardware dealers. 
Young men with experience of 
this type are more valuable and 
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will probably be employed more 
readily than will many others. 
(Chart A.) 

In order to furnish a more spe- 
cific guide to young men, these 
1478 hardware dealers listed 11 
different types of experience or 
knowledge, useful and valuable to 
persons seeking positions in retail 
hardware stores, in the order of 
their relative importance. Young 
people should be able to acquire 
considerable worth while experi- 
ence in a number of different de- 
partments during vacation periods 


or in odd jobs if they have this 
data as a guide. By acquiring this 
experience they would be able to 
offer the hardware dealer some 
training in fundamentals, would 
be worth more to the business and 
would earn more money for them- 


selves. (Chart B.) 


Knowledge of Hardware 


First in importance, according 
to hardware dealers, was a knowl- 
edge of hardware lines. Accord- 
ingly, part time positions in hard- 





CHART C 


Types of experience valuable to a young man planning to enter 
the retail hardware business, listed in order of importance by 


population groups. 


In Towns of UNDER 2,500 Pop- 
ulation 


1—Knowledge of Hardware 
2—Knowledge of Community 
3—Merchandising Experience 
4—Mechanical Ability 
5—Outside Selling 

6—Inside Selling 

7—Interior Display 
8—Accounting 

9—Window Display 
10—Advertising 

11—Chain Store Training 


In Cities of 2,500 to 10,000 Pop- 
ulation 
1—Merchandising Experience 
2—Knowledge of Hardware 
3—Inside Selling 
4—Knowledge of Community 
5—Outside Selling 
6—Window Display 
7—Interior Display 
8—Accounting 
9—Mechanical Ability 
10—Chain Store Training 
11—Advertising 


In Cities of 10,000 to 25,000 Pop- 
ulation 


1—Knowledge of Hardware 
2—Inside Selling 
3—Merchandising Experience 
4—Knowledge of Community 
5—Outside Selling 
6—Window Display 
7—Interior Display 
8—Accounting 
9—Mechanical Ability 
10—Advertising 

11—Chain Store Training 


In Cities of 25,000 to 50,000 Pop- 
ulation 

1—Merchandising Experience 

2—Knowledge of Hardware 

3—Inside Selling 

4—Knowledge of Community 

5—Interior Display 

6—Accounting 

7—Window Display 

8—Advertising 

9—Chain Store Training 

10—Outside Selling 

11—Mechanical Ability 
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In Cities of 50,000 to 100,000 Pop- 
ulation 

1—Knowledge of Hardware 

2—Knowledge of Community 

3—Merchandising Experience 

4—Inside Selling 

5—Outside Selling 

6—Mechanical Ability 

7—Advertising 

8—Accounting 

9—Interior Display 

10—Window Display 

11—Chain Store Training 


In Cities of 100,000 to 250,000 
Population 

1—Knowledge of Hardware 
2—Inside Selling 
3—Merchandise Experience 
4—Outside Selling 
5—Knowledge of Community 
6—Window Display 
7—Interior Display 
8—Advertising 

9—Chain Store Training 
10—Mechanical Ability 
11—Accounting 


In Cities of 250,000 'to 500,000 
Population 
1—Merchandising Experience 
2—Knowledge of Hardware 
3—Inside Selling 
4—Window Display 
5—Interior Display 
6—Mechanical Ability 
7—Outside Selling 
8—Knowledge of Community 
9—Advertising 
10—Accounting 
11—Chain Store Training 


In Cities of Over 500,000 Popula- 
tion 

1—Knowledge of Hardware 
2—Merchandising Experience 
3—lInside Selling 
4—Mechanical Ability 
5—Window Display 
6—Interior Display 
7—Knowledge of Community 
8—Advertising 

9—Chain Store Training 
10—Outside Selling 
11—Accounting 


ware stores will enable a young 
man to obtain information about 
this merchandise which should be 
of real value to him when he seeks 
a permanent position. 

Merchandising experience was 
second in importance. Young peo- 
ple who have had an opportunity 
to study merchandising methods 
of other stores while in school 
should have general information 
on actual practice which can be 
applied in the business of retailing 
hardware. In some of the larger 
cities merchandising experience 
was rated as being more valuable 
than a knowledge of hardware. 

Inside and outside selling ex- 
perience were rated third and fifth 
in importance. There is a great 
shortage of good outside salesmen 
who can sell major appliances. 
Knowing how to sell on the out- 
side as well as the inside is de- 
cidedly important to the future 
owner of a store. 

Knowledge of the community 
was held to be important in smaller 
towns and in very large cities but 
in medium-sized cities it was not 
rated so highly. Window and in- 
terior display experience were re- 
garded as being valuable but were 
not held to be as important as 
those types of experience pre- 
viously mentioned. Most indi- 
viduals can become creditable dis- 
play men as a result of study and 
observation, and, new ideas are 
always to be found in the trade 
papers. 

Mechanical ability was listed as 
eighth in importance and was re- 
garded as being a more valuable 
asset in smaller communities than 
in large cities. Advertising knowl- 
edge was rated in tenth position 
but increased in importance with 
the size of the city. Knowledge of 
accounting and chain store experi- 
ence were ninth and eleventh in the 
average rating. 


Types of Experience 


Chart C shows the 11 types of 
experience and knowledge ar- 
ranged in order of importance in 
eight different population groups. 
Hardware dealers in some cities 
felt that certain things were more 
important than others. This chart 
shows clearly the influences of the 
size of a community. From it a 
young man can determine the type 
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CHART D 


Question: What size town would you rec- 
ommend to a young man to secure the best all 
round retail hardware experience ? 















In cities of under 2500 population. In cities of 50,000 to 100,000 population. 
1000 to 3000 41% 3000 to 10,000 

3000 to 10,000 10,000 to 50,000 

10,000 to 50,000 Over 50,000 

In cities of 2500 to 10,000 population. In cities of 100,000 to 250,000 population. 
1000 to 3000 3000 to 10,000 

3000 to 10,000 10,000 to 50,000 

10,000 to 50,000 Over 50,000 











1000 to 3000 1000 to 3000 
3000 to 10,000 3000 to 10,000 
10,000 to 50,000 10,000 to 50,000 
Over 50,000 Over 50,000 
In cities of 25,000 to 50,000 population. In cities of over 500,000 population. 
1000 to 3000 1000 to 3000 
3000 to 10,000 3000 to 10,000 
10,000 to 50,000 10,000 to 50,000 
Over 50,000 Over 50,000 
of experience and _ information CHART E 


which is most important in the 


particular community in which he Question : What size store would you rec- 















plans to seek employment. Or, he ommend to a young man for best all around 
can determine the type of training retail hardware experience? 
which will best fit him for work in 
a retail hardware store in a certain In cities of under 2500 population. 
sized community. 
cay atte hardware Smal! by 50% | In cities of 50,000 to 100,000 population. 
merchants thought that a commun- etl Z 19% Small 
ity of the same size as the one in Chain Large TA 04 To GALL 








which they themselves were located Others 8% Chai 

offered the young man the best sine 
type of experience. There were, of In cities of 2500 to 10,000 population. 
course, exceptions to this rule and Small 











they are shown in Chart D. iow Small 

Hardware dealers also thought Large 
Chain 

that small stores offered the best és Chain 
thers 


type of experience in small towns 
but indicated that as the size of 
the community increased the best 





( Small 
experience was to be had in the Small Large 
larger stores. Variations of this Large a 
general belief can be seen in the Chain - na 
thers 


data included in Chart E. Only in 
the very large city did dealers feel 
that the best type of experience 














could be obtained in a small store In cities of 25,000 to 50,000 population Small 

where one would have an oppor- Small Lares 

tunity of working in every type of Large Chain 

position. Chain | 
Hardware men prefer hiring in- Others 


experienced help at a compara- 
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CHART F 


Question: — About what age 
person do you prefer when 


you hire inexperienced 

help? 
Inexperienced Help Dealers 
16 to 18 Years of Age. ... 8% 
18 to 20 Years of Age. . 60% 
20 to 25 Years of Age....... 24% 
25 to 30 Years of Age. ... 6% 
Over 30 Years of Age...... 2% 


tively early age. More than 84 
per cent of the dealers preferred 
young people between the ages of 
18 and 25. (Chart F.) Most of 
them preferred experienced help 
to be over 25, with 74 per cent 
indicating that they liked to have 
experienced help between the ages 
of 25 and 40. Work in the hard- 
ware store is usually hard work 
and experienced help is most pro- 


ductive between those ages. (Chart 
G.) 

Hardware store employees must 
be trained carefully and must 
accumulate experience regarding 
many things during the years. As 
a result, employment is constant 
year in and year out. The hard- 
ware store employee works when 
business is dull and he is busy 
when business is booming. Vaca- 
tions with pay are common prac- 
tice and salaries are continued 
during reasonable periods of ill- 
ness, 

The young man who is planning 
to enter the retail hardware field 
must keep foremost in his mind 
the fact that the retail hardware 
store chiefly renders service, no 
matter what it sells. In order to 
render service the store must be 
kept open and this accounts for 





CHART G 


Question: About what age 
person do you prefer when 
you hire experienced help? 


Experienced Help Dealers 
20 to 25 Years of Age....... 15% 
25 to 30 Years of Age....... 44% 
30 to 40 Years of Age....... 32% 
Over 40 Years of Age....... 9% 
its fairly long hours. Farmers 


must be served early in the morn- 
ing in the country store and the 
ladies like to shop late in the after- 
noon. This being so, the hard- 
ware dealer must be prepared to 
work longer hours than is the case 
in most retail establishments. The 
store, if it is to be successful, must 
be operated to suit the conveni- 
ence of the majority of its cus- 
tomers. Only in this way can sat- 
isfactory service be rendered. 


Machines and Men 


| ‘ ONE of the prolific 


current crop of fallacies is quite so 
silly when they come from grown 
men and women as opposition to ma- 
chines on the ground that they rob 
men of jobs. Dr. Neil Carothers has 
reduced the notion to its last ab- 
surdity in his story of the President 
and the economist. 

A President of the United States. 
in company with an _ economist, 
passed by a construction job. Said 
the President: 

“I worry about that steam shovel. 
It does the work of 100 men with 
hand shovels.” 

Answered the economist: “It’s 
worse than that. It does the work 
of 10,000 men with teaspoons.” 

Writing in Nation’s Business, Jus- 
tin W. Macklin, Assistant Commis- 
sioner of the U. S. Patent Office, 
who has studied the effects of mech- 
anization in industry for 25 years, 
says that he has yet to find one in- 
stance where the machine, taken 
over the long pull, has failed to 
create rather than destroy jobs in 
an industry as a whole. 

Someone mentioned electric re- 
frigerators and the ice industry to 
refute Judge Macklin’s views on this 
subject. It was an unfortunate in- 
stance for the “technological unem- 
ployment” argument. Because the 
manufacture of electric refrigerators 
now gives employment to nearly 
twice as many American workers as 
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were ever engaged in the manufac- 
ture of ice. Not only that, but the ice 
industry itself has been growing. Re- 
frigerators helped to make a vastly 
greater demand for some form of 
refrigeration from all classes of 


people. Between 1920 and 1930, 
when millions of mechanical refrig- 
erators were being sold, the number 
of ice dealers increased from 8,000 
to 19,000! 





Watching Your Step in the Hardware Store 


MPROPER use of hand tools causes 10.5 per cent of the injuries to em- 

ployees in the retail hardware store. Severe cuts, tears and scratches are 
frequently the result of careless handling. Employees should be instructed 
to use the proper tools in a safe manner. 





Thousands of cartons are opened 
in this fashion and it usually means 


trouble. Use the carton opener 

and leave knives alone. Right— 

Too big an armful obscured his 

view. Falls can result in serious 

injuries to employees and damage 
to merchandise. 
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Fish like this aren't caught in a gold-fish pool. When George 
Sailer of the Glendale Hardware Co., Glendale, Cal., wants to 
go fishing, he plans a vacation from the store for a few 
days, gets into a transport plane with some of his friends 
and flies to various parts of California, Idaho, Utah and 
Montana on fishing or hunting excursions. Here he is 
seen with Capt. Silas Morehouse, pilot for T. W. A. The 

), salmon is being sent to Jack Frye, president of the airline 
In the early days of aviation Mr. Sailer piloted his own 
plane on barnstorming tours of the northwest. He is sought 

r out by many hunting and fishing parties because of his 
knowledge of the terrain 


Since 1914, Kirk Hayes, president of the 
Hayes Hardware Co., Columbia, Mo., has 
been actively interested in the breeding 
and improvement of fine blooded cattle, a 
hobby which has made him well known 
for excellent Shorthorn and Whiteface beef 
cattle. Five miles from Columbia in the 
rich livestock area of central Missouri, Mr 
Hayes maintains a farm on which he has 
a herd of Whiteface and a herd of Short- 
horn cattle, which occupy a great deal of 
his after-hours time. Livestock breeders 
often consult him, and Mr. Hayes is the 
active representative of a group of prom- 
inent breeders of his state. The Hayes 
Hardware Company has another distinc- 
tion in that it was founded in 1846, and 
is one of the oldest hardware retail firms 
in the state 





HARDWARE AGE INVITES ALL HARDWARE MEN TO SEND IN THEIR HOBBY PHOTOS. 
ALL ARE WELCOME—DEALERS, WHOLESALERS, MANUFACTURERS AND THEIR SALESMEN. 
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Window Demonstrations Ai 


UST as with selling that effective displays and adver- look with interest at the attractive 
motor cars, major appliance sales tising would bring in prospects. appliances. There was no doubt 
thrive on demonstrations. In fact, Customers did come in and did but that the customers liked the 
H. C. Schwering, hardware dealer 


in Palmyra, N. J., considers 
demonstrations to be the life blood 
of appliance sales. And this hard- 
ware dealer has abundant proof 
that skillful demonstrations are 
“tops,” particularly for merchan- 
dising washing machines and iron- 
ers. Where radios will practically 
show themselves, the laundry ma- 
chines require real skill to put 
the sale over. 

The incident of Schwering’s 
ironers is typical. Believing in top 
quality to assure customer satisfac- 
tion, Mr. Schwering put in a line 
of expensive ironers three years 
ago. Although these machines 
were more expensive than any sold 





, : 4 Interior view of the store showing the lamp 
by his competitors, he believed and small electrical appliance departments. 
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Sales of Major Appliances 


looks of the ironer. As soon as 
they saw the price tag, however. 
they became anything but pros- 
pects. 


Mrs. H. C. Schwering, wife of the 


owner of Palmyra, N. J., store, 


This went on for two 


Finally, Mrs. Schwering took a 


years. 


increases sales by ironing her 


couple of lessons on the ironer 
and began with the 
family wash. As soon as she be- 
came proficient in ironing men’s 
shirts, she set the ironer up in the 
store and began doing her iron- 
ing in full view of the store trade. 
The results were surprising. Cus- 


practising 


tomers immediately began to stand 
around and watch her. Men and 
women showed intense interest in 
the smooth and easy way in which 
she ironed shirts. They asked 
questions, and Mrs. Schwering had 
all the answers at her finger-tips. 
More important still. she began to 
size up real prospects. Before an- 
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laundry in view of passersby 


other wash was ready for a demon- 
stration ironing, an ironer had 
been sold 

During the following 12 months, 
12 ironers were sold. And re- 
member, these were expensive, far 
more costly than those sold by 
most of the store’s competitors. 
Mrs. Schwering, however, kept on 
with her demonstrations and they 
were major aids in selling the 


machines. During busy parts of 
the day. and often at night, she 
would be seated at the ironer, 
turning out shirts and flatwork 
with a speed that caused the 
women watching her to stare in 
amazement. There was not nearly 
enough family wash to supply all 
of these demonstrations, so Mrs. 
Schwering was frequently obliged 


(Continued on page 74) 
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Cash Sales Have Increase 


Cusack’s building 
front advertises 
the firm and the 
products carried. 
The store is on 
the street floor. 
Stock is kept on 
the floors above 
and also in the 
basement below. 





A NEW advertising 


and promotion policy directed to 
the “man of the house,” together 
with the modernization of display 
facilities of the store, is produc- 
ing increases in cash sales of 28 
per cent and higher for Cusack 
Hardware Co., well-known heavy 
hardware and contractors’ supply 
house of Philadelphia, Pa. This 
program is attracting more cash 
customers to the store and is 
building more store traffic. Here- 
tofore, this type of business was 
neglected to some extent as all 
sales efforts were concentrated on 
promotions directed toward the 
development of volume business 
from industrial and commercial 
concerns. 

“Our results so far,” said E. 
J. Cusack, president, “prove to 
us that unlimited sales possibili- 
ties exist in this field. Every 
effort is being made to promote 
this business. We have a good 
downtown location near the main 
shopping district of the city which 
is a distinct advantage in attract- 
ing this trade. Our store is 





Panel doors and open displays along sidewall fixtures are more interest- 
ing to customers and show items to better advantage. Customers are able 
to make their selections in much quicker time with this new arrangement. 
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Better displays, new merchandise 
and different advertising attract 
‘man of the house” customers to the 
Cusack Hardware Co. of Philadelphia 


known as a man’s store and we 
expect to keep it that way. All 
merchandise carried appeals to 
men and we carry very complete 
stocks on all items.” 

As evidence of the results of 
these changes, Mr. Cusack showed 
that cash sales for February were 
30 per cent higher than a year 
ago, and that March cash sales 
increased more than 28 per cent. 
Sales volume for the coming 
months of the year should exceed 
these figures according to Mr. 
Cusack. 

Modernization of the displays 
in the store was started some 
time ago. Panel doors sampled 
with merchandise were added to 
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a portion of the sidewall fixtures. 
Counters were converted into 
open top tables and displays of 


‘popular selling merchandise were 


arranged on them. The table ar- 
rangement was shifted to secure 
wider aisles so that customers 
could move more freely around 
the floor. 

With the additional table dis- 
play space more lines and a wider 
variety of merchandise were 
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Sample panels showing 
tools, electrical goods 
and hardware are on a 
balcony along the back 
of the window. Seeds 
and many other seasonal 
items are featured 
upon the floor below. 


shown. Seasonal goods were also 
given more space and displays 
were changed more frequently. 
The combination of more space 


: A round end table features the seasonal 
items, counters were made over into display tables and 
floor arrangement changed to stimulate customer circulation. 











and better displays contributed 
much toward the increased sales 
which resulted. 

Usually the cost of improve- 
ments of this type offset to some 
extent the results achieved. Not 
so in this case. Most of the alter- 
ations were carried out in spare 
time by the employees of the 
store and costs were exceptionally 
low. 


“Store traffic is increasing,” 
Mr. Cusack says, “and it will 


continue to increase as more con- 
sumers are pulled to the store 
through the newspaper and di- 
rect-mail advertising now being 
used.” 

Little of the store’s advertising 
in the past was directed to the 
so-called “man of the house” 
customer. Most promotion efforts 
were planned to increase business 
from contractors, factories, and 
other commercial and industrial 
concerns. 


Classified Ads 
Classified advertisements are 
now used regularly in three news- 
papers, one of these a foreign 
language paper. Direct-mail fold- 
ers and pamphlets are also used. 
Copy is prepared by individuals 
in the store and printing is done 
locally. This material is sent out 
in the 750 statements mailed each 
month and is also inserted in 
wrapped packages. More than 
2000 are distributed at a time. 
These promotions are directed to 
the customer who is in the habit 
of paying cash. 

The general illumination of the 
store was more than doubled. The 
number of lighting fixtures was 
increased and new spot and flood- 
lights were installed to secure in- 
creased illumination on seasonal 
display tables and sample panels. 
Customers like the bright, cheer- 
ful atmosphere of the store and 
seem to spend more time shop- 
ping. 

Spotlights and floodlights were 
placed at regular intervals on top 
of the fixtures. These can be di- 
rected on different displays when- 
ever necessary. 

Several new lines are being 
added to present stocks because 
they appeal to the average con- 
sumer. Others will be taken on 


as they are called for. All new 
lines, however, will be merchan- 
dise of interest primarily to the 
men. 

Customers are talking about the 
many changes and improvements 
now being made in the store and 
Mr. Cusack considers this good 
publicity. Word is spreading 
around that Cusack’s is one place 
where a man can secure the mer- 
chandise he desires the first time 
he visits the store. 

Window displays are one of the 
store’s most effective promotion 
mediums. Trims are changed 
often and the displays always 
show a large variety of merchan- 
dise. Backgrounds consist of 
panels sampled with hardware 
and tool items. The boards can be 


removed and others inserted at 
any time. 

Mr. Cusack likes the hardware 
business and his two sons, J. Ed- 
win and M. Kelvin Cusack, are 
associated with him in the busi- 
ness. The company employs 16 
people and five of these are out- 
side salesmen. Outside salesmen 
are paid a salary and commission. 
Each salesman makes calls at reg- 
ular intervals his individual 
group of customers. 

“Cusack’s is known in Philadel- 
phia for its quality merchandise. 
and, the company will continue to 
carry only the best of everything,” 
said Mr. Cusack. “Our customers 
expect the best and that is one of 
the reasons they give us the busi- 


on 


ness.” 


When a Bank Account Is Held in Trust 


READER, referring to an ar- 
ticle on “Joint Bank Accounts 
and the Future,” published in the 
Aug. 24, 1939 issue of Happware 
Ace asks the following questions: 
“1. If I open a bank account in 
my name as trustee for the benefit 
of my wife and I decide to close this 
bank account, may I do so? 

“2. Can I draw money out of this 
bank when I wish to do so? 

“3. Can my wife draw money from 
the account? Can I have the income 
from this trust fund added to the 
principal ? 





“4. What form of letter to the 
bank would be most suitable?” 
Albert W. Gray, author of the ar- 
ticle, replies ‘yes” to the first two 
questions. To the third question, 
Mr. Gray states the answer depends 
upon the way in which the trust has 
been set up and the answer to the 
fourth question is also “yes”. As to 
the form of letter to the bank, Mr. 
Gray advises that the letter would 
best be prepared by either the bank 
or an attorney in conjunction with 


the bank. 


TARGET BACKGROUND STOPS PASSERSBY 


This background of official rifle targets stopped window shoppers 
before the display was completely installed at Babcock, Hines & 
Underwood, Binghamton, N. Y., and made them conscious of the sport of 
indoor target shooting. Joseph B. Kozak, display manager installed it. 
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Presenting Our Guest Editor 


WALTER W. BRONSON, II 
The Bronson & Townsend Co. 
New Haven, Conn. 


Whose Subject Is 


Vitamin Bi 


Verse B, is prob. 
ably becoming the most talked 
about new item in the hardware 
trade this spring. Actually it is 
nothing new since it was first iso- 
lated over 60 years ago and its ef- 
fect on animals and human beings 
has been studied extensively. As 
a plant growth stimulant, however, 
it received its first publicity only 
very recently through an article 
written by H. Britton Logan, Jr. 
in the October, 1939, issue of 
Better Homes and Gardens. This 
article publicized the findings of 
the biological laboratories of the 
California Institute of Technology 
where Dr. James Bonner had car- 
ried on extensive experiments and 
his results were extremely interest- 
ing. 

After the publication of this 
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Lewis H. Bronson (left) and Walter W. Bronson II 


article, almost overnight hundreds 
of companies began to capitalize 
on Vitamin B, as a plant growth 
stimulant, and today the industry 
as a whole is in a very unstable 
position. Companies sprang up 
like mushrooms and many depend 
principally on selling Vitamin B, 
direct to the consumer in powder 
form (making, incidentally, ex- 
tremely high profits). 

It has been definitely proved 
that Vitamin B, is a plant growth 
stimulant inasmuch as it does 
stimulate root activity. The great 
question is: which plants are 
capable of producing enough Vita- 
min B,; to supply their own needs 
and also what effect Vitamin B, 
in the natural soil may have on 
the plant? In controlled experi- 
ments Vitamin B, has been shown 
to stimulate root activity and thus 
further the general health and 
soundness of certain plants. In 
general, it has not been found to 


be extremely effective when used 
for the common varieties of vege- 
tables. On the other hand sensa- 
tional results have been obtained 
wherr used for the great majorities 
of garden flowers and shrubs. 

Vitamin B, does not take the 
place of fertilizers in any sense of 
the word. Instead, its application 
to roots of plants stimulates them 
to greater activity and enables 
them to get more nutrition from 
the soil in which they are grow- 
ing. Correct use of it, together 
with fertilizers, is undoubtedly 
the proper approach. 

Due to the extreme dilution of 
Vitamin B,; which must be used 
(a normal solution for regular use 
consists of one part of Vitamin B, 
to 100,000,000 parts of water) it 
is not practical to mix it with dry 
fertilizers. Certain fertilizing ma- 
terials are said to contain Vitamin 
B,, but on the whole it would 

(Continued on page 73) 
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ppltAN Tor Falk STRESSES 
TER BUILDING PLAYTHINGS 


Educational types of toys again featured by 
many manufacturers at annual event in New 
York City, April 1-20. Over 3700 buyers from 
hardware firms and other toy outlets attend. 


Divs games, wheel goods, dolls, doll accessories, and 


children’s books were among the more than 100,000 playthings exhibited 
at the annual American Toy Fair held April 1-20 in New York City. There 
were 3,721 buyers and other executives from retail and wholesale hard- 
ware concerns, department stores, chain stores and other toy outlets 
attending the Fair, which was under the auspices of the Toy Manufac- 
turers of the U.S.A., Inc., 200 Fifth Ave., New York City. Exhibits were 
shown at 200 Fifth Ave., 1107 Broadway and other permanent show- 
rooms as well as at the Hotel McAlpin, with buyers coming from all 
parts of the United States, Canada and from a number of other countries. 
The first week of the fair was set aside as “Wholesalers” Week.” 


attendance of buyers being about 
20 per cent over that of the 1939 


There was a good increase in the 
number of exhibitors and in the 


number of buyers at the show, the fair. Prospects for the sale of toys 





and allied lines for 1940, in the 
United States, are very good and 
some increase is expected over the 
$230,000,000 volume enjoyed in this 
country last year. 

Contresting conditions, in the toy 
market at the present time, with 
those current 25 years ago, James 
L. Fri, managing director, Toy 
Manufacturers of the U.S.A., Inc., 
said, “In 1915 half of the toy market 
was shut off by war blockades, al- 
though American manufacturers 
were then producing about $50,000,- 
000 worth of toys. This year more 
different types of toys than ever be- 











Seen at the American Toy Fair 





Left—This six-piece Cinderella kitchen furniture set, list 50 cents, comprises sink, refrigerator, range, table 
and two chairs, the chairs having red enameled backs. Each piece is made of aluminum in a special “frosted” 
finish. Sets are furnished in a multi-colored box of attractive design. Aluminum Goods Mfg. Co., Manitowoc, 


Wis., is the manufacturer. 


Center—"Snippie” electric scissors, designed to retail for $1, are shaped like a duck, the bill vibrating to 
cut paper dolls, etc. It comes with paper cut-outs of animals, dolls, etc., and operates on 105-125 volts, 50-60 
cycle current. Vibrating action causes the bill to cut paper and is so designed that fingers cannot be caught. 
General Transformer Corp., 1250 W. Van Buren St., Chicago, is the manufacturer. 


Right—Devoe & Raynolds Co., 1 W. 47th St., New York City, showed a variety of educational water color, 


rar 


and oil color sets and commercial arts sets, in an interesting range of prices. Illustrated is “Know Your Own 
Country” paint set, including a 24 by 36 in. map for youngsters to learn geography by coloring the different 
states and 33 animals and products, on a separate sheet which are then to be pasted in the proper states. Has 
17 Devoe water colors, water color brush, mental palette and a tube of rubber cement. 
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fore will be made available to chil- 
dren by American industry. Pioneer- 
ing in the invention of purposeful 
toys, tested for age suitability, safety 
and fun value, the American indus- 
try set world toy styles in the years 
following the World War. Conse- 
quently, war conditions abroad 
failed to jeopardize the normal toy 
supply in this country.” 

Commenting on last year’s volume 
of toys sold in this country, Mr. Fri 
stated, “The $230,000,000 sales vol- 
ume in 1939 was a gain of more 
than $5,000,000 over 1938. This was 
within 10 per cent of the 1929 fig- 
ures, which showed the largest toy 
sales of record.” As to buying ac- 
tivity, Horatio D. Clark, assistant 
director, Toy Manufacturers of the 
U.S.A., Inc., said, “A great many 
manufacturers reported that they 
did a larger business, at this fair, 
than last year. Increases, in orders 
written, ranged from 10 to 20 per 
cent. The number of buyers from 
foreign countries was higher than in 
former years, particularly from Can- 
ada.” 

Mr. Clark added, “War blockades 
will not cause any dislocation of 
the normal American toy supply be- 
cause the American toy industry has 


Top-—- Among the new games 
shown by Milton Bradley Co., 200 
Fifth Ave., New York City, was “27 
Chinamen” which may be played 
by two people. Each player has 27 
“men” of a color corresponding to 
the color of his portion of the board, 
the object being to capture all of the 
opponent's men. 


Center—The Lionel Corp., 15 E. 
26th St., New York City, showed a 
number of new accessories for its 
electric trains, new scale model kits 
and new train sets. Illustrated is Li- 
onel’s operating bascule bridge, op- 
erated by a remote control button. 
The button is pressed and as the 
bridge raises, the train automati- 
cally stops at the entrance. As the 
bridge reaches its maximum height, 
it allows “river traffic’ to proceed 
and then slowly goes back into po- 
sition allowing the train to continue. 


Bottom—Cotocolor paint sets made 
by Joseph Dixon Crucible Co., Jersey 
City, N. J., list at 25 cents, 50 cents 
and $1. Youngsters twist a little cot- 
ton from one of the large puffs on a 
stick, dip in water and paint with 
the water color which flows from the 
puffs. [Illustrated is the No. 2673 
Cotocolor Sr. paint set, in embossed, 
snap button box. Contains 19 Coto- 
color puffs, 16 paint handles, 11 col- 
ored crayons, 4 black lead pencils, 
eraser, compass, ruler, paint book, 
4 wooden colored crayon pencils 
and 2 water pans. This set has a list 
price of $1. 
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Types of Toys Shown at the American Toy Fair 
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initiated all toy improvements for 
more than 15 years. The American 
way of life is the dominant theme 
in new toy showings.” While there 
were some playthings, tying in with 
war and military operations, empha- 
sis was, as in previous years, on toys 
dealing with painting, printing. con- 
struction, drawing, sewing and other 
housekeeping activities, etc. 


New and_ improved bicycles, 
scooters and roller skates were 
shown by manufacturers. Stream- 


lined bicycles with chromium-plated 
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accessories and more attractive fin- 
ishes were of great interest to many 
buyers. As pointed out in the ar- 
ticle, “Another Million Bicycles 
Will Be Sold in 1940!” published 
in the Feb. 22, 1940, issue of Harp- 
WARE AGE, more than _ 1,000,000 
bicycles will be sold this year, ac- 
cording to estimates of the Cycle 
Trades of America, Inc. Annual re- 
tail sales of American bicycles 
passed the 1,000,000 unit mark in 
this country in 1936 and each suc- 
ceeding year has made an equally 
fine record. 














Left—Syncro Devices, Inc., 743 Beaubien St., Detroit, Mich., showed a four- 
color display card for dealers carrying Syncro Power Saws, the Syncro Jr. 
and the Syncro De Luxe Power Saw, listing at $10.95, $5.95 and $12.50, respec- 
tively. The De Luxe model has a deeper throat and will handle larger pieces 
of wood than the other models. Manufacturer states that the speed with which 
they operate gives them a greater tendency to push wood away than to draw 
it close so that wood must be actually fed to the saw. The company also 
showed its “Upson Downs” race track game and its Rollatelle board for play- 


ing six games, including baseball. 
able for distribution to the consumer 


Circulars on the various items are avail- 


Right—Radio Steel & Mfg. Co., 6515 W. Grand Ave., Chicago, Ill., showed 
this scooter listing at $3, as well as three other numbers listing at $1, $2, and 
$4, respectively. They are streamlined and equipped with parking stands. 
Brakes are part of the equipment of the two higher priced numbers. The line 


also includes coaster wagons in a variety of sizes and styles 


An adjustable 


wagon display fixture, made of steel, for dealer use, was also exhibited 


THESE TOYS, DESIGNED TO DEVELOP A CHILD’S MIND AND BODY, 








Under direction of W. L. Stens- 
gaard & Associates, 30 Rockefeller 
Plaza, New York City, specialists 
in display and sales promotional 
material, display material for the 
use of both large and small outlets 
for toys was shown at the McAlpin 
Hotel, in cooperation with the Toy 
Manufacturers of the U.S.A., Inc. 
Attractive streamers and _back- 
ground material, adaptable for use 
in show windows, at store and de- 
partment entrances, were included 
in the display, together with 
sketches of some of the various ways 
in which this colorful material may 
be used. 

Increasing interest in hobby kits 
and parlor games is a big factor 
in an estimated 20 per cent increase 
in new items of these types. En- 
thusiasm for aviation was noticeable 
in the increase in the number and 
types of airplanes and airplane con- 
struction sets, including miniature 
gasoline motors for operating planes. 
Since interest in electric trains, in- 
cluding scale models and_ scale 
model kits, is growing among young- 
sters, as well as adults, many new 
accessories, kits, cars, etc., were 
shown, as well as complete ready 
made railway systems and accesso- 
ries, with remote control features. 

A variety of playthings tying in 
with activities of G-Men, cowboys. 
radio, movie and cartoon characters 
was shown. Interest in so-called 
“teen age” dolls was apparent, with 
emphasis on stylish costumes, in- 
cluding evening gowns, fur jackets. 
styles for debutantes, etc. 

New lines of construction sets in 
wood and improved versions of older 
styles were shown, including one 
set designed to teach youngsters the 
how and the why of traffic regula- 
tion. Among the new game lines 
shown were several based on age- 
old games from primitive lands. 
while one dealt with oil field opera- 
tions concerning oil land leases, the 


drilling of wells, etc. Numerous 
new paint sets were introduced, 
some having definite educational 


tie-ups. Miniature soldiers, cowboys, 
Indians, etc., some of them on horse- 
back, and all of plastic material. 
were shown by one company. 

Dozens of buyers and other execu- 
tives from wholesale hardware con- 
cerns and owners and buyers of 
retail hardware stores which handle 
toys attended the Fair and expressed 
optimism as to the prospects for toy 
sales, in the hardware field, this 
year. 
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N. B. Schomburg, buyer, R. K. 





om. Carter & Co., New York City, said, 
alists “Briefly, we believe the prospects 
Sonal are good for a prosperous year. The 
the 1940 lines are greatly improved in 
:tlets many respects. Hardware merchants 
\Ipin as a whole are devoting more time 
Toy to toys, sporting goods and allied itweks aa 
ne lines, realizing that with the proper REAL oc, of build 
ah. effort these lines can be developed ILDINGS 
sei to the point where they are 12- 
in. month-a-year profit makers rather 
ded than just seasonal or Christmas 
with goods. This is a field which can be 
rays profitably exploited by the hardware 
aay trade, both wholesale and retail. We 


are all for it.” 
Enthusiastic also were the com- 

















kits ; 
tor ments of H. Leslie Gould, director 
rome of sales, American Hardware Sup- 
En- ply Co., Pittsburgh, Pa., who said, 
ble “It is certainly our feeling that the 
ind prospects for 1940 for the sale of 
on- toys in the hardware industry will 
ire definitely be at a higher level than 
es. it has been for years. The consumer 
in- trade is looking more and more to 
le the hardware store for its wants in 
ig- 
Ww 
re ° ° ° 
ly 
0- Top — “Lok-Blok” building sets 
S. comprise wooden blocks of various 
in sizes and styles, in colors, as well as 
roofing materials for building a va- 
s. riety of houses and other structures. 
rs Blocks have a locking feature and 
d no pegs, cleats or other small key 
h parts are used. There are sets list- 
ing at $1, $2, $3 and $5, there being 
a two numbers at $5. Belding Mfg. Co., 
5. Belding, Mich., is the manufacturer 
n Center—The Murray-Ohic Mfg 
“ Co., 1115 E. 152nd St., Cleveland, 
Ohio, showed its 1940 line of bicy- 
P cles and other wheel goods, includ- 
> ing the Steelcraft Speed Car, listing 


at $5. This is a lightweight car, with 
adjustable seat for children from 
‘ three to eight years of age and is 
finished in brilliant red. It is of 
sturdy construction. 


Bottom—Arcade Mfg. Co., Free- 
port, Ill., showed its No. 880 bowling 
alley, one of five sizes of toy bowl- 
ing alleys. Listing at $12 this number 
has a ball roller which sends the 
ball down the alley. Ball roller is 
not attached and can be moved to 
any position behind foul line, to aim 
at any pin or pins. Ball is of special 
plastic material. Overall length is 
78 in., overall width at pin center 12 
in. Alley surface is 7134 in. long and 
81 in. wide. Equipment includes 
automatic pin setter, two balls, one 
score pad and 10 pins. Height from 
floor to alley surface is 24/2 in. Legs 
are detachable. Four other home 
bowling alley outfits made by the 
nr list at $1, $1.95, $3.75 and 

6.50. 





DY, WERE AMONG THOSE FEATURED AT THE AMERICAN TOY FAIR 
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toys and wheel goods. The progres- 
sive type of dealer has a wonderful 
opportunity to capitalize in a big 
way on this important market . 
1940 will be a year for many new 
and novel items in the toy field. 
The toy market has gone ahead in 
leaps and bounds. There is no ques- 
tion but that 1940 will be the big- 
gest ever, particularly in the hard- 
ware store. .. It is our belief that 
the retail hardware store should 
definitely use a promotional pro- 
gram for the sale of toys and gift 
items which is bound to create 
much added consumer demand.” 

A. C. Edwards, sporting goods de- 
partment, Morley Bros., Saginaw, 
Mich., said, “We feel that our 1940 
sales on toys should be at least 20 
per cent ahead of 1939. We have 
had our salesmen check up on the 
carry-over of 1939 toy stocks in va- 
rious parts of the state. We find that 
a few of the smaller country stores 
have some carry over. . .. In the 
larger towns we find that the dealers 
have cleaned up their stocks almost 
entirely. ... We noted quite an im- 
provement in the packaging of the 
various lines, which we believe is one 
of the most essential things in sell- 
ing items of this kind.” 

Emil W. Cook, in charge of pur- 
chases, Masback Hardware Co.., 
New York City, said, “The prospects 
for toy sales this year indicate con- 
siderable increase. Dealers had a 
limited carryover of their holiday 
toy stocks. More and more hard- 
ware dealers are becoming inter- 
ested in toys along the Atlantic sea- 
board.” 

“It has been our observation from 
talking with others in the toy indus- 
try, particularly toy manufacturers, 
that conditions seem to be about the 
same this year as in 1939,” said 
Martin Smith, The Geo. Worthing- 
ton Co., Cleveland, Ohio. “Not 
much change in outlook, and if the 
war continues business looks very 
favorable, as the sales to foreign 
countries are bound to reflect down 
to the consumer in purchasing toys. 
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- The A. I. Root Co., Medina, 
Ohio, showed its Safety 
First Project Sets, listing at 
$1 and designed to help 
youngsters learn. traffic 
rules. Includes four autos, 
one gas station, one stop 
sign, one stop and go sign, 
one greasing rack, a pair 
of gas pumps, six electric 
light poles, 148 in. of side- 
walk and a folder of “Safe- 
ty First” rules. A larger set, 
with more material, includ- 
ing a greasing rack that 
raises and lowers, fists 
at $2. 


The hardware dealer is developing 
into the ideal neighborhood source 
for toys. Usually well established in 
each locality the hardware dealer 
enjoys a reputation for quality and 
dependable merchandise.” 

Although J. E. Kelley, The Jen- 
nison Hardware Co., Bay City, 
Mich., stated his hesitancy in mak- 
ing any predictions about the toy 
business for this year, he said “I was 
very agreeably surprised with the 
number of new and durable toy 
items suitable for the hardware 
trade that were shown at the New 
York wholesalers preview. There 
seems to be a definite dividing line 
between the toys for the hardware 
trade and the toys for the chain store 
and department store. The manufac- 
turers are to be congratulated on 
their optimistic viewpoint and _ in- 
genuity in developing new and use- 
ful toy items.” 


Cheerful Outlook 


Very cheerful about the toy out- 
look for 1940 was G. F. Pierce, Cul- 
lum & Boren Co., Dallas, Texas, 
who said, “We are, mighty glad to 
feel that the United States is now 
practically independent of any im- 
ported merchandise in the toy field. 
and believe without question that 
the quality of the American made 
toys is much better than the old im- 
ported ones. We feel very optimis- 
tic for the toy business this fall. 
and placed liberal specifications 
with our manufacturers. We feel 
that the retail merchants all cleaned 
up nicely last year and, as there is 
a general feeling of optimism, we 
believe they will be very liberal in 
placing orders this year.” 

Optimistic for the future of the 
toy business, W. J. Raush, manager, 
toy department, The Swank Hard- 
ware Co., Johnstown, Pa., said, “The 
toy manufacturers are to be con- 
gratulated for the many improve- 
ments in quality and design as well 





as the more modern and up-to-date 
packaging. For these reasons, I be- 
lieve the independent hardware 
dealer is afforded a greater oppor- 
tunity to increase his share of the 
toy business. At the Swank store, we 
recognize a trend toward the better 
quality toys, since stores doing a 
credit and delivery business cannot 
compete with the cash and carry 
syndicate stores handling fragile, 
short-lived, five-cent to a dollar toys 

games and story books excepted. 
Another advantage in handling the 
more durable quality toys is that a 
good percentage of them can be dis- 
played the year ‘round with little 
loss from shop wear. It is our policy 
this year to reduce the inventory in 
low-priced articles and increase it in 
better goods.” 

Said J. M. Kennedy, sales man- 
ager, Bigelow & Dowse Co., Boston. 
Mass., “The toy business is one 
which is interesting the progressive 
hardware dealer more and more, and 
we have, in this section, several 
dealers who think enough of the toy 
business to establish toy departments 
which they operate during the entire 
year. We feel that this business 
really belongs to the hardware man 
and that, if one has the room, toys 


(Continued on page 72) 





“Gusher,” a game invented by an 
18-year-old boy, and offered by 
Carrom Industries, Inc., 1006 N. 
Rowe St., Ludington, Mich., lists at 
$3. It concerns the oil industry and 
players buy “options” on oil lands, 
“sink shafts” and carry out other 
activities in the petroleum industry 
The company also showed improved 
carrom boards and other games. 
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“YOU CAN BET YOUR 
BOTTOM DOLLAR I SHOOT 
KLEANBORE .22’s!” 





You can see that the shooter 
in the picture above is proud 
of his gun. As are most 
shooters. Naturally, he takes 
good care of it. And his first 
step in preserving the accu- 
racy of his pet rifle is to shoot 
nothing but Kleanbore .22’s 
in It. 

There’s hardly a shooter in 
the country who doesn’t know 
the advantages of Kleanbore 
priming. More Kleanbore .22’s 
are sold than any other 
brand. They could not main- 
tain this leadership unless 
they gave the most satisfac- 
tory service, not only in the 
protection they give the rifle 
barrel, but also in accuracy, 
power and dependability. 

Shooters use their guns 
more often, too, when they 
know they do not face the 
fuss and bother of barrel 
cleaning every time they fire 
a shot. 





The City Learns from 
the Small Town 


Recently we heard of a big city dealer who 
sent several of his best salesmen on a tour 
of small town retailers to learn how to sell 
better. 


These salesmen already knew the most 
up-to-date theories of merchandising. 
What they didn’t know so well was how to 
get the feeling of friendly service into a 
sales transaction that is a normal part of 
doing business in most American com- 
munities. 


The average dealer outside the big 
| metropolitan centers has a genuine friend- 
| ly interest in his customers. And he feels 
| responsible for the products he sells, not 
only as a merchant, but also... and more 
important ...as a friend and neighbor. 


We’re proud that such a large propor- 
tion of these dealers sell Remington prod- 
ucts. And we give them our assurance that 
our products are made with the same feel- 
ing of responsibility to the individual 
customer that they have in selling them. 


A Remington Dealer Letter with a timely message for you | 
will appear on this page—in each issue. WATCH FOR IT! | 














UNOFFICIAL SALES CLERKS 








“Tried-and-True”’ 


The Remington Sports- 
man and the Modell 11 are 























that have led the field in 
sales and performance 
ever since they were intro- 
duced. The Model 11 was 
the original autoloader in 
this country. The orig- 
inal design has _ been 
perfected in Reming- 
ton- DuPont labora- 
tories to meet the ex- 
acting requirements of 
American sportsmen. 

These guns had to 
have the qualities shoot- 
ers want in order to seli 
in such huge numbers. 
And dealers find that 
the enthusiasm of 
present owners of the 
guns (over 500,000 
of them!) creates a 
steady stream of 
new buyers. 








1 wouldn’t get shorts 
I'd get 


if | was you. 
long rifles. S’pose you 
met up with a bear! 








* “Kleanbore’, “‘Hi-Speed’’ and ‘‘Sportsman’’ are Reg. U. 8. Pat. Off. by Remington Arms Company, Inc., 
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the tried-and-true depend-.| 
able autoloading shotguns 


| 





THERE’S A STORY 
BEHIND THIS PICTURE ! 





We used this striking illus- 
tration in a recent Remington 
advertisement on Kleanbore 
Hi-Speed .22’s. You probably 
saw the ad. It appeared in 
outdoor, farm and boys’ pub- 
lications. The story is an ac- 
tual incident in which a 
mountain lion was killed by a 
Kleanbore .22. 

Now, you know we don’t 
recommend hunting moun- 
tain lions with any .22 rim- 
fire ammunition, even one as 
powerful as Kleanbore Hi- 
Speed .22 hollow point. But 
the power that can bring 
down a mountain lion makes 
this ammunition bad news for 
small game, pests and ver- 
min. And it explains why this 
ammunition is favored by 
shooters over all other brands 
of .22’s! “Kleanbore” Hi- 
Speed .22’s develop more 
power at 100 yards than or- 
dinary .22’s at the muzzle. 

2 


“Kleanbore”* Hi-Speed*.22 
hollow-point bullet 
expands to .347 caliber 


Our ballistic experts have de- 
signed the hollow-point bul- 
let on Remington .22 rimfire 
ammunitien to give the maxi- 
mum effective expansion. The 
picture below shows a cross- 
section of one of these bullets, 
and the whole bullet before 
and after impact. They’ve 





really got a wallop! 





Bridgeport, Conn. 
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Triple Mill Supply 





The three presiding and retiring presidents, left to right: 


M. IRE equitable sell- 


ing policies for manufacturers and 
improved operating efficiencies for 
distributors were topics which dom- 
inated discussions at the Triple Mill 
Supply Convention held at the Adol- 
phus Hotel, Dallas, Texas. April 22 
to 24, 1940. Under the broad sub- 
ject of “improved manufacturer-dis- 
tributor relations,” an endless topic 
of deliberation for trade conventions 

and properly so, the American 
Supply & Machinery Manufacturers’ 
Association, the National Supply & 
Machinery Distributors’ Association 
and the Southern Supply & Machin- 
ery Distributors’ Association met 
jointly with an attendance of ap- 
proximately 600. 

Monday morning, April 22. each 
group held its own executive session. 
The Southern devoted its meeting to 
consideration of committee reports 
and to problems peculiar to the 
Southern area. Consideration was 
also given to the need of better and 
more complete employee training as 
a fundamental factor in increasing 
profits. President Edward F. Stauss, 
Oliver H. Van Horn Co.. Inc.. New 
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Orleans, La., and secretary-treasure! 
Alvin M. Smith, Smith-Courtney Co.. 
Richmond, Va., also presented their 
respective annual reports. 


The National Meeting 


The National group opened its 
session with the address of President 
Chas. E. Curtis, The Western Iron 
Stores Co., Milwaukee, Wis.. and 
report of Secretary-treasurer Henry 
R. Rinehart, Philadelphia, Pa., who 
told of the group’s progress during 
the past year and of the benefits of 
affiliation. Mr. Curtis appropriately 
closed his comments. in part, as 
follows: “If you and I are convinced 
that private enterprise, honestly and 
fairly operated, is the best means of 
serving mankind, then we must not 
only conduct these enterprises judi- 
ciously, but must use the strength of 
our convictions to defend them 
against those influences which are 
assailing them today.” Among the 
association’s work of the past year. 
which he said had greatly improved 
close and friendly relations with 
manufacturers, Mr. Curtis stressed: 


D. W. Northup, The 

Henry G. Thompson & Son Co., New Haven, Conn., American Ass’n; Edward F. 

Stauss, Oliver H. Van Horn Co., Inc., New Orleans, La., Southern Ass’n and Charles 
E. Curtis, The Western Iron Stores Co. Milwaukee, Wis., National Ass’n. 


the attention given to the small order 
problems; properly conducted sales 
meetings; intelligent cooperation be- 
tween distributors and factory repre- 
sentatives in connection with mission- 
ary men; legislation effecting indus- 
try; ways and means for determina- 
tion of costs in handling specific 
lines and for the development of 
sales, services and promotion. He 
also mentioned that distributors were 
still discussing cash discounts, ade- 
quate margins, selective distribution 
and direct selling because none of 
these problems has been solved. 
Expressing doubt that wholesalers 
would obtain relief from current 
wage-hours legislation under the ex- 
emption plan which looked so hope- 
ful a few weeks previous, Advisory 
Secretary George A. Fernley ex- 
plained that 65 per cent of the mem- 
bers of Congress favored wholesaler 
exemption from the hours regulations 
because of the nature of the busi- 
ness and that probably 15 per cent 
favored complete repeal of the Wag- 
ner Law. Mr. Fernley felt that Sec- 
retary of Labor Perkins and Con- 
gresswoman Mary Norton, chairman 
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y Convention 





Discusses the need of more equitable 


selling policies for manufacturers 
and improved operating efficiencies 
for distributors. Approximately 600 
attend meetings held at the Adolphus 
Hotel, Dallas, Texas, April 22 to 24 


of the House Labor Committee op- 
posed the proposed exemption suc- 
cessfully enough to prevent passage 
at this session of Congress. 

Vice-president H. K. Clark, Nor- 
ton Co., Worcester, Mass., presided 
at the American’s opening session 
which heard the annual progress re- 
port of President Dan R. Northup, 
Henry G. Thompson & Son Co., New 
Haven, Conn., in which he paid 
tribute to various committee chair- 
men for their splendid services. He 
emphasized particularly the work of 
the distributor relations committee, 
which he said had enjoyed full sup- 
port from the two distributor asso- 
ciations. Secretary-manager R. Ken- 
nedy Hanson, Pittsburgh, Pa., read 
the report of Treasurer Horace Arm- 
strong, Armstrong Bros. Tool Co.., 
Chicago. 


H. F, Seymour’s Address 


H. F. Seymour, Columbian Vise & 
Mfg. Co., Cleveland, Ohio, presented 
his report as chairman of the dis- 
tributors’ relations committee which 
recommended: a pocket-size appren- 
tice-training manual for educational 
work among distributors’ employees; 
better packaging including substan- 
tial sealing and clear markings, more 
printed sales policies by manufac- 
turers in the belief that printed poli- 
cies are more generally adhered to 
than are indefinite spoken policies 
however well intended; further study 
on the small order problem. reci- 
procity selling, and more selective 
distribution, etc. 

Regarding printed sales policies, 
Mr. Seymour said, in part: 

“More manufacturers are print- 
ing their sales policies each year, 
and we cannot indicate too strong- 
ly that this is a potent influence 


MAY 16, 1940 


toward better ethics in selling. 
The more manufacturers within 
an individual industry print their 
sales policies, the better are con- 
ditions within that industry. 

“It naturally follows that when 
distributors realize that manufac- 
turers are improving their poli- 
cies of distribution they, the dis- 
tributors, improve their methods 
ef buying. They do this because 
of a perfectly natural desire to 
cooperate, and also through a 
realization that they must do so 
if they expect manufacturers to 
do their part. 

“A natural sequel to a printed 
sales policy is a definite trend by 
manufacturers toward more selec- 
tive and exclusive distribution. 


This in itself is a good policeman. 
Furthermore, when manufacturers 
approach distributors with a con- 
structive sales policy, one which 
is advantageous to distributors as 
well as to themselves, the manu- 
facturers have a right to expect. 
or even demand, better coopera- 
tion and better buying practices 
by distributors.” 

In connection with proposed sales 

manual he said: 

“In a recent issue of a national 
periodical we read the following: 
‘I need an apprentice-training 
manual for our apprentices.’ This 
could well be the text for this 
plan. For some time there have 
been efforts made spasmodically 
as an association to help this situ- 





OFFICERS OF AMERICAN ASS’N 


H. K. CLARK 
Norton Company, 
Worcester, Mass. 

President 


R. G. THOMPSON 


The Lufkin Rule Co., 
Saginaw, Mich. 
First & Mfg. Co., 


Vice-President 





HERBERT P. 
LADDS 


The National Screw 
Cleveland, Ohio 


Second 
Vice-President 
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Left, J. M. Bates, Moore-Handley 

Hardware Co., Birmingham, Ala., 

new Southern president, and J. B. 

Crimmins, Mills & Lupton Supply 

Co., Chattanooga, Tenn,, first vice- 
president. 


ation. Some progressive manu- 

facturers have developed manuals 

of their own, and they have been 

a wonderful aid in selling their 

own product. 

“We are proposing the follow- 
ing definite plan which, we be- 
lieve, will go far in helping dis- 
tributors to quickly train their 
stock boys, and develop those who 
have the desire and ability, into 
salesmen. 

“A small pocket size manual. 
properly indexed, and containing 
pertinent facts about the princi- 
pal lines carried by distributors. 
is to be given to each stock man. 
These facts to be gathered by the 
association, to include informa- 
tion such as the reasons why a 
certain type or size should be 
used under certain conditions. 
The different purposes, as an ex- 
ample, where iron pipe or steel 
pipe is preferable. No manufac- 
turers’ names are to be used, and 
no description to apply to one 
manufacturer’s product alone. A 
further example is how to uncoil 
a coil of rope. At the present 
time all this must be learned 
through the slow and costly way 
of experience. A manual as sug- 
gested, would save distributors 
untold sums of money, and at the 
same time be of great value to 
manufacturers as a means of edu- 
cating distributors’ salesmen.” 
Mr. Seymour also outlined, in de- 

tail, a survey made among manufac- 
turers and distributors covering their 
respective obligations and opportuni- 
ties under “selective distribution” 
procedure. This covered geographical 
limitations, resale price schedules. 
adequate stocks, territorial protec- 
tion and related factors. 

Based on his own experiences. 
Hesket H. Kuhn, Hardware & Sup- 
ply Co., Akron, Ohio, was highly 
critical of too many sales meetings 


‘ 
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conducted by factory men for the 
supposed benefits of distributor sales 
staffs. He found too many such 
gatherings a waste of time because 
factory men were incompetent to 
discuss their lines, neglected to bring 
samples or failed to properly plan 
the conduct of the meeting. If they 
did know their products their lan- 
guage was too technical for the sales 
staff, most of whom came up from 
the ranks and therefore lacked the 
technical educational background to 
understand such difficult explana- 
tions. He cited several bad examples 
and urged manufacturers to give 
more thought to sales meetings; to 
have factory men avoid risque stories 
and cocktails and instead to really 
bring the distributors’ sales staffs 
some history of the company, its 
scope of products, its ability to pro- 
duce and stay in business, some data 
on the use and selling market and 
other information which encourage 
and increase sales. 

Carl A. Channon, Great Lakes 
Supply Co., Chicago, discussed costs 
data, from the distributors’ stand- 
point, opposed as too costly short 
line specialization sales activity in 
favor of general supply line selling 
and said that despite attractive mar- 
gins short lines could be expensive 
to handle if the volume is insufficient. 
He figured that it cost his house 
$3.00 to handle an order; that on a 
$15.00 order a margin of 20 is re- 
quired and that the average order 
for 1939 was $19.13. He opposed 
missionary men and sales meetings 
except when the line involved had 
volume possibilities and adequate 
margin. 

Armed with a 20-in. catalog, as 
used by his salesmen, J. B. Dale. 





Left, A. R. Smith, The Boyer- 
Campbeil Co., Detroit, Mich., new 
National president, and H. V. 
Waterman, Hendrie & Bolthoff 
Mfg. & Supply Co., Denver, Colo., 
regional vice-president. 


Briggs Weaver Machinery Co., Dal- 
las, Texas, held up his big book 
and asked “How would you like to 
lug this around all day?” He urged 
manufacturers to lighten the weight 
of their catalog sheets, using lighter 
paper and simplifying their lines and 
to provide adequate margins for 
binding. He said manufacturers 
offer complete catalogs including 
many items not normally carried by 
all distributors and, to make their 
sheets stand out in the salesman’s 
catalog, often made them on heavy 
colored paper which tended to in- 
crease the burden of the salesman 
and did not encourage the extra sell- 
ing incentive that the producer 
hoped to attain. 

President Stauss. of the Southern, 
presided at the Monday afternoon 
joint session which considered com- 
mittee reports on manufacturer-dis- 
tributor relations and the desirabil- 
ity of the 2 per cent cash discount. 
The committee reports were pre- 
sented by John Crimmins, Mills & 
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MAKE BOOSTERS OF 
YOUR CUSTOMERS 


HE formula for success in your business—or any business — 
pretty much boils down to selling merchandise that has reputa- 
tion and gives satisfaction. 

Take reputation, for example. When you mention Barrett to a 
customer, you've traded on the “greatest name in roofing.” Through 
unmatched performance records, Barrett has earned a reputation 
second to none in the roofing field. 

But that isn’t all. The satisfaction Barrett Shingles give after 
the sale—their beauty on the house, their lasting resistance to time 
and weather—make a booster of every customer. Pleased home- 
owners like to talk to one another about their “roofing jobs,” just 
as motorists do about their new cars. 

All of which means extra dollars in your pocket . . . more custo- 
mers ... more friends . . . still more boosters! It’s really a magic 


circle—once you get it going. START IT TODAY! 
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PROMI: 


BARRETT BROAD SHADOW SHINGLES 
“High Style at Low Cost” 


RDNA RY 


This exclusive Barrett Shingle has set a new roofing vogue that’s 
sweeping the country. Its “shadow” is actually built into the shingle, 
so that roofs have style and charm—a broad, deep shadow even on 
cloudy days. Tell your customers how easy it is to get a genuine 


Barrett Broad Shadow Roof on the monthly payment plan. 
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THE BARRETT COMPANY 


2800 SO. SACRAMENTO AVE., CHICAGO, ILL. BIRMINGHAM, ALA. 


40 RECTOR STREET, NEW YORK, N. Y. 
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This advertisement appears in 


The Saturday Evening Post 





May 4 and in Time June 17 


@ Wherever you find Thermos brand vacuum’ ‘know about this famous brand through years of 
ware, you'll always find ready customer accept- consistent advertising . . . Summer is ‘‘quart bottle 
ance and year-round sales . . . Whether it’s vac- time’’—get your Thermos merchandise out where 
uum bottles, lunch kits, or picnic equipment, it your customers can see it, and your turnover will 


takes less time to sell Thermos because people take care of itself. 
THE AMERICAN THERMOS BOTTLE COMPANY, NORWICH, CONNECTICUT 





Thermos Bottle Co., Ltd., Toronto Thermos Limited, London 
BONUS BOTTLE PACKAGE 
No. 4034 
THE ONLY BRAND BUY: 4 No. 34QA and 2 No. 7Q 
ey ae ee ee Thermos brand vacuum bottles. FREE: 
1 No. 7Q Thermos brand vacuum bot- 








tle; 1 attractive slipover display; 1 wire 
ON THE BOTTOM bracket for displaying nested cups. 
Uy ® Offer expires July 31, 1940 
Z/ OF THE BOTTLE 





LOOK FOR THE 


TRADE-MARK 
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Lupton Supply Co., Chattanooga, 
Tenn., fer the Southern; Mr. Kuhn 
for the National, and Mr. Seymour 
for the American. 

In the cash discount discussion 
L. M. Knouse, Stanley Electric Tool 
Co., New Britain, Conn., said the 
fixed 2 per cent cash discount is un- 
sound because it has no relation to 
the current borrowing rate of money. 
Tyler Carlisle, Strong, Carlisle & 
Hammond Co., Cleveland, Ohio, took 
an opposite view, saying distributors 
have to extend such a discount for 
prompt payment and therefore must 
obtain it. He felt the discount should 
be considered as‘a trade discount for 
prompt payment and should not be 
geared to the cost of money and 
should be considered as part of the 
cost arrangement and was today the 
result of a trade practice of many 
years standing and should be con- 
tinued. 

Resale Prices 


H. M. Schramm, Turner Supply 
Co., Mobile, Ala., favored establish- 
ing of resale prices and said it was 
the manufacturer’s responsibility to 
follow through and see that these are 
ubserved because the distributor is 
truly the branch office of the pro- 
ducer and is able to pick his dis- 
tributors. Robert Black, Black & 
Decker, Towson, Md., agreed, in the 
main, with Mr. Schramm’s views but 
expressed doubt that distributors 
wanted manufacturers to police re- 
sale price maintenance. 

The meeting closed with four 
“blackout” skits illustrating good 
and bad selling and buying methods. 

Tuesday morning the two distribu- 
tor organizations held a joint session 
and the manufacturers conducted 


Cc. O. DRAYTON 


American Screw Co., 
Providence, R. I. 
Chairman, Executive 
Committee, 
American Ass’n 


JACK B. DALE 


Briggs-Weaver 
Machinery Co., 
Dallas, Texas. 
Chairman, Executive 
Committee, 





JACOB S. H. F. SEYMOUR H. H. KUHN 
DISSTON, JR. The Columbian Vise The Hardware & 
Henry S. Disston Mfg. Co., Supply Co., 


& Sons, Inc., 
Philadelphia, Pa. 
New Treasurer, 
American Ass’n 


four “clinic groups” for informal 
discussions. These were conducted 
by: Group one—Owen C. Jones, 
Laminated Shim Co., Long Island 
City, N. Y., and A. W. Tucker, Henry 
G. Thompson & Son Co., New Haven. 
Conn. Group two—P. M. Arnall. 
Ohio Injector Co., Wardsworth, Ohio, 
and Neil C. Hurley, Jr., Indepen- 
dent Pneumatic Tool Co., Chicago. 
Ill. Group three—Archie Chandler. 
American Pulley Co., Philadelphia, 
Pa., and J. A. Gardner, Cincinnati 
Tool Co., Cincinnati, Ohio. Group 
four—W. T. Montague, Norton Co., 
Worcester, Mass., and C. C. Cham- 
berlain, Jenkins Bros., New York 
City. 

President Northup of the Ameri- 
can made the opening address at the 





GEORGE A. 
FERNLEY 


Advisory Secretary, 
National Ass’n 


Southern Ass’n 
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Cleveland, Ohio. 
Chairman, Distributor Chairman, Committee 
Relations Committee, 

American Ass’n 


Akron, Ohio. 


on Manufacturers’ 
Relations, 
National Ass’n 


Tuesday morning joint session of 
distributors on the subject: “Hew 
Distributors’ Losses on Small Orders 
Can Be Reduced.” His remarks prac- 
tically in full, will be published in our 
issue, dated May 30, 1940. Following 
this talk, various distributors spoke 
briefly on problems affecting their 
operations. J. M. Bates, Moore- 
Handley Hardware Co., Birmingham, 
Ala., urged that regular salesmen be 
encouraged to sell all lines handled 
instead of allowing specialty men to 
“high-spot” the cream of the trade 
on certain items which, he said, dis- 
courages the regular staff. He agreed 
that certain special items require 
services of expertly trained special 
men and that such specialists could 
often be kept busy all the time and 
could frequently assist a regular 
man in ‘closing a difficult sale. In 
answer to a question, he said he split 
commissions between specialty and 
regular salesmen when both were 
active on a sale. 


Training Outside Salesmen 


R. C. Neal, R. C. Neal Co., Buf- 
falo, N. Y., told how he encourages 
telephone and house salesmen to 
make outside contacts as part of 
their training for future development 
as outside salesmen. He has them 
attend gatherings of customers, par- 
ties, dinners, etc., where they can 
broaden their acquaintance and 
build up prestige for themselves and 
the house. He also allocates outside 
men to certain inside or phone sales- 
men so that the latter become famil- 
iar with requirements of certain 
customers and thereby improve the 
service of the company. 
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Secretary Alvin Smith opposed 
extra discounts to large users unless 
manufacturers provide wider margin 
that permits the extra, explaining 
that his company was a “one-price 
house” even though competition did 
sometimes force him to meet a price 
situation which, he said, was invar- 
iably true in dealing with state and 
other governmental buyers. 

The importance of investigating 
manufacturers before pushing their 
lines was stressed by C. C. Krueger, 
San Antonio Machine & Supply Co., 
San Antonio, Texas, as the only way 
a distributor could protect himself 
from facing direct selling after doing 
the ground work on a line. He said 
it was necessary to know that fac- 
tory men assigned to help them were 
not merely getting acquainted with 
customers with the thought of later 
providing direct selling competition. 

P. O. Boylan, The W. M. Pattison 
Supply Co., Cleveland, Ohio, favored 
hand distribution of circulars and 
other advertising pieces, preferably 
by his own salesmen who usually 
know the proper people who would 
be interested. This plan, he said, 
avoided hit or miss distribution and 
is much better than mailing lists 
which he found difficult to maintain 
accurately with proper classifications 
that would insure the right people 
getting the right advertising mate- 
rial. 


Cooperation Needed 


To offset costs attributable to in- 
creased wages and maximum hours, 
sales taxes and other uncontrollable 
factors, Ralph E. Kramer, H. Chan- 
non Co., Chicago, Ill., felt it was 
necessary to obtain better coopera- 
tion from customers, as longer mar- 
gins from manufacturers seemed too 
difficult to arrange. He said that too 
many distributors are operating a 
retail type of business on wholesale 
margins of profit and that too many 
firms tried to carry everything in 
stock regardless of sales history, 
volume possibilities, etc. He urged 
the discontinuance of expensive pick- 
up on lines not handled, and sug- 
gested instead a little more aggres- 
sive selling on similar products that 
are in stock. He also opposed break- 
ing of unit packages without an 
added service fee; quantity discounts 
on small orders from large custom- 
ers in hopes of getting larger future 
business and the rendering of fire 
department service-——- meaning the 
customary rapid emergency deliver- 
ies by private car or cab on rush 
orders. He said distributors should 
pay more attention to dollar value of 
orders and its relation to the number 
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of items. Mr. Kramer favored passing 
sales taxes on to customer and de- 
plored the practice of some houses 
who use sales tax rebates as a form 
of price cutting. Asked about the 
current hours and wages regulations, 
the speaker explained that his firm 
was on the five-day, 40-hour week 
basis with time-and-one-half for over 
time and that he had tried the stag- 
ger system which proved unsatisfac- 
tory. The first Saturday the house 
closed down 14 phone calls were re- 
ceived and to each caller the ex- 
planation seemed satisfactory. In 


the meantime all customers have 
been informed and the plan is work- 
ing smoothly and further, he believes, 
the extra recreation time for em- 
ployees is beneficial and a factor 
generally appreciated by customers 
—as he put it “this plan gives even 
a mill supply man some private life.” 

Sales meetings should be attended 
by all employees, acording to C. E. 
Lilley, Superior-Sterling Co., Blue- 
field, W. Va., provided proper ad- 
vance planning makes these gather- 
ings worth while. He believed such 


(Continued on page 76) 
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Souther Supply & Machinery Distributors’ Association, Inc. 


President 
J. M. Bates, Moore-Handley Hardware Co., Birmingham, Ala 
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Vice-Presidents 
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R. Kennedy Hanson, Pittsburgh, Pa. 
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A. A. Murfey, The Cleveland File Co., Cleveland, Ohio, Chairman. 
F. J. Tone, Jr., The Carborundum Co., Niagara Falls, N. Y. 
I. W. Lemaux, Jr., Indianapolis Brush & Broom Mfg. Co., Indianapolis, Ind. 
C. O. Hedner, Yale & Towne Mfg. Co., Stamford, Conn. 
Robt. D. Black, Black & Decker Mfg. Co., Towson, Md. 
C. F. Conner, B. F. Goodrich Co., Akron, Ohio. 
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“You can’t beat G.E.’s reputation 
for quality,” says Mr. Larson. 
“Everybody knows it. I find that 
when I sell a woman a G-E ap- 
pliance, she comes back again 
and again for others. The G-E 
Contracts Corporation Finance 
Plans, too, help me close sales. 
Why shouldn’t I go G-E all the 
way with such a reputation and 
such co-operation behind me!” 


SELL MORE APPLIANCES BY 
CARRYING THE G-E FULL LINE 


1. G.E. has the largest advertising ap- 
propriation in the electrical indus- 
try. 

2.G.E. has a complete line of elec- 
trical products for the home. 

3. America spends more money for 
G-E merchandise than for any other 
electrical brand. 


“THE QUALITY OF A PRODUCT IS 
A MOST IMPORTANT FACTOR IN 
CLOSING A SALE. I'VE FOUND THE 
G-E NAME IMMEDIATELY MEANS 
QUALITY—IT’S HALF THE SALE. 
THAT, AND THE STRONG SUPPORT 
| GET, ARE THE TWO MAIN REASONS 
WHY I’VE GONE G-E ALL THE WAY.” 


. . says Ed Larson of 
Minerva, Ohio 


Radio 
Ran xer 
Di s Coffee Maker 
Dis 1 oaster 
ater Heater 
Washer 
roner 
ron 


Waffle Iron 


ASK FOR THESE PROMOTIONS 


Here are sales helps, merchandising 
promotions, news about G-E appliance 
activities gauged for hot-weather selling. 
Get the facts today. Your distributor’s 
salesman has them—or write direct to 
General Electric Company, Bldg. 22C, 


Bridgeport, Conn. 


GENERAL { ELECTRIC 
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G-E PROMOTION 
AND ADVERTISING 
for MAY AND JUNE 

Look over this advertising 


| | 
|] schedule for May and June. 


SATURDAY EVENING POST 
COLLIER’S TIME 
LADIES’ HOME JOURNAL 
AMERICAN RED BOOK 
WOMAN'S HOME COMPANION 
PARENTS’ TRUE STORY 
BETTER HOMES & GARDENS 
SUNSET HOLLANDS 

* NATIONAL GEOGRAPHIC 
COSMOPOLITAN LIBERTY 
COUNTRY GENTLEMAN 


G-E VACUUM CLEANERS 
There’s price to push—and 
ease of operation and quick 
work. Advertised in LIFE, 
JOR AN'S HOME COMPAN- 

an 4 
KEEPING. —* 


G-E ELECTRIC SINK 
Color pages that tell the 
story of no more dish- 
washing—no more hand- 
jing garbage. Advertised 
BETTER HOMES & GARDENS, 
HOUSE & GARDEN and HOUSE 
<a - Put the proofs of these 


, G-E RANGE 

This is the time to push 
cool, convenient, cook- 
ing a Ranges. Ad- 
vertised in cCALL’S, 
BETTER HOMES & 
GARDENS and COUN. 
TRY GENTLEMAN. 


G-E FULL LINE with h 
ads in McCA s sod BRiaee 
Magazine tie in with June weddings. 
Jo you have our special June promo- 
tion materials? 


G-E REFRIGERATORS 








From Five to Stix Paint 


> 





There’s nothing hidden in this department and ample space between 
tables make it easy for customers to examine stocks in wall units. 


That’s what Weed & Co., Rochester, 
N. Y., does and outside calls, window 
displays and an attractive paint 
department help the firm to do it 


eae calls on 


maintenance men, frequent win- 
dow displays and a well-lighted 
and attractive paint department 
featuring a complete quality line 
of paints are the chief factors that 
help the retail hardware store of 
Weed & Co., Rochester, N. Y., 
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enjoy from five to six turnovers a 
year on a big stock of paint, en- 
amel, varnish, etc. Many paint 
customers are office workers who 
pass the store every business day 
and, for this reason, no store 
demonstrations are held. How- 
ever, at least once a year there is 
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a meeting for maintenance men, 
held in cooperation with the man- 
ufacturer of the main line of paint 
handled by the store. At this time 
there are lectures on paint and 
painting while films dealing with 
the application and manufacture 
of paint are also exhibited. Ap- 
proximately 60 per cent of the de- 
partment’s sales are made to home 
owners while business with main- 
tenance men, etc., accounts for 
about 40 per cent of the volume. 

Every morning Carlton Travis, ; 
manager of the paint department, 5; 
makes calls on superintendents of 
buildings, industrial plant main- 
tenance men, apartment house 
owners and managers, restaurant 
operators, etc. These calls result 
in many immediate sales and also 
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The end of the department adjoins the major appliances and invites 


inspection. 


- erg’ erry 


provide good prospect lists. Those 
concerns found to be prospects for 
future sales of paint are noted in 
record cards so that follow-ups 
may be made at the proper time. 
Samples of the proper types or 
shades of paint are submitted to 
companies the store wishes to sell. 
Master painters purchase paint 
from the store and these men are 
constantly contacted by telephone 
as well as by personal calls. 

The major effort of the paint 
department is toward the sale of 
the quality line of nationally ad- 
vertised paint it carries, although 
certain special colors of a com- 
petitively priced line, are also 
handled. In addition, marine 
paints, varnishes, etc., of another 
line are sold by the store. Mr. 


MAY 16, 1940 





Nearby unfinished furniture also stimulates paint sales. 


Travis, in commenting on the 
store’s policy of sticking to its 
quality line of paint, says, “We've 
always found it better to build 
business on quality paint than to 
put in some cheap line.” 


Conditioning Paint 


A paint conditioner has been 
installed in the department and 
every time a can of paint of heavy 
quality is sold it is immediately 
placed in the machine, even 
though the customer does not ask 
for that service. Paint is put in 
the conditioner, says Mr. Travis, 
because, “All people have to do 
with it then is to open the can.” 

Ample stocks of paint are dis- 
played in the department, which 





is located in the basement adjoin- 
ing the electrical appliance de- 
partment. The usual amount of 
stock displayed of each shade of 
the principal line of paint, is four 
one-gallon cans, six half-gallon 
cans, six one-quart cans, 12 pint 
containers and 16 half pints. 
White, ivory, etc., displays include 
a minimum of eight one-gallon 
cans. Competitively priced paint 
in special shades is usually stocked 
only in one gallon cans. That 
emphasis is placed on quality lines 
is shown by the fact that the low- 
est unit of sale on paint is 33 
cents for a quarter of a pint, 
although stove pipe enamel is sold 
in 15-cent cans. 

Every effort is made, when paint 

(Continued on page 74) 
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The Fur Industry and Trapping 
in the United States 


By SAUNDERS NORVELL 


F,, months I have 


been studying the fur business, 
both in its early days and with re- 
spect to its bearing upon the his- 
tory of the United States. I have 
accumulated so much data on the 
subject that my problem has be- 
come just what to use and what to 
discard. I am sure that few real- 
ize the importance of the trade in 
furs in the history of the world 
and of our own country. 


A Romantic Story 


The story of furs is full of ro- 
mance. The early dealers in furs 

the agents and trappers—were 
in reality the pioneers of our civil- 
ization on this continent. They 
were actual empire builders. In 
our early days there were two ma- 
jor sources of wealth—furs and 
land. Several of the first and 
greatest fortunes in this country 
were derived from the fur trade— 
notably that of John Jacob Astor 
in the United States and the Hud- 
son’s Bay Company in Canada. 
Astor made great profits in furs 
and later with keen foresight in- 
vested those profits in New York 
real estate and government securi- 
ties. For many years after the 
Pilgrim fathers settled themselves 
in Plymouth, Mass., they paid for 
their supplies from England, as 
well as the original expenses of 
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The beginnings of the industry 


in America and its development 


through the Nineteenth Century 


In Three Installments 


Part | 


the expedition, by the exportation 
of furs to their financial agents in 
England. 

In 1920 in London I had a 
unique experience. Sir William 
Childress had been appointed to 
write a history of the Hudson’s 
Bay Company. This company— 
a British joint-stock company— 
was chartered in 1670 for the pur- 
pose of purchasing furs and skins 
from the Indians of, British North 
America. Its original possessions 
called the Hudson Bay territory 
were ceded by the British Govern- 
ment to the company with sover- 
eign rights. These rights in turn 
were ceded to the Dominion of 
Canada 200 years later—in 1870. 

The company was named after 
Hendrik Hudson—a noted Eng- 
lish navigator who was lost in 
Hudson Bay in 1611. His crew 
mutinied and turned him adrift in 
a small boat with eight others of 
the crew and they were never 
heard from afterward. In 1609 
Hendrik Hudson sailed up the 
Hudson River from its mouth to 
where Albany now stands. The 
river was named after him. 

The Hudson’s Bay Company 
owned their own ships. Every 


ship and every agency established 
in the new world was required to 
keep a “log” or diary. These 
logs every year were sent to the 
headquarters of the company in 
London and there they have been 
carefully preserved for almost 300 
years. Sir William Childress had 
these logs systematically arranged 
as a basis for his history that 
has since been published. It 
was my unique good fortune to 
study these logs and from them I 
gained my first knowledge of the 
fur trade. Incidentally, these logs 
were insured for over $1,000,000. 
Some of the leading families of 
Canada are descended from the 
early agents of the Hudson’s Bay 
Company. The company is still 
in business. 


Western Posts 


John Jacob Astor, a German 
merchant, came to the United 
States in 1783. He established 
himself in the fur trade and also 
became the first in the country to 
deal in musical instruments. He 
conceived the scheme of connect- 
ing the fur trade with a line of 
trading posts from the Great Lakes 
to the Missouri and Columbia 
rivers and hence to the Pacific 
Ocean. He founded the city of 
Astoria, Ore., in 1811. At his 
death in 1848 he left a fortune of 
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FOR CENTER FIRE SPORTING RIFLE CARTRIDGES 


: 


Look for the 
notched bullet! 


“CORE-LOKT” controlled mushrooming feature 
now available in soft point type bullet ! 


HE Core-Lokt feature was enthusiastically received when it 

was announced last year in the Remington mushroom bul- 
let. The new and improved soft point bullet introduces a new 
type of notched jacket tip which not only makes this bullet 
readily recognizable to the hunter, but also provides many ad- 
vantages: 1—The bullet expands evenly, having directional 
spreading lines for perfect mushrooming; 2—Mushrooming 
starts immediately and is dependable in both large and small 
caliber bullets at any range, with minimum disintegration 
and loss of weight; 3—Bullet core is locked in heavy jacket, 
allowing perfect expansion and mushrooming for tremen- 
dous shock effect; 4—Mushrooms to twice caliber at hunting 
ranges. A .30’06-220 grain bullet expands to more than .60 
caliber. 5—Ballistics same as regular soft point bullets in 
comparable weights. 

Since the announcement of the Core-Lokt mushroom bul- 
let last year, big game hunters everywhere have been loud in 
their praise of its perfurmance. Now the Core-Lokt feature is 
available to meet the demands of those who prefer the soft 
point bullet for big and medium game. 

Fourteen sizes: .25 Remington; .25-35; .30-30 (two bullet 
sizes); .30 Remington; .30-40 (two bullet sizes); .30’06 (two 
bullet sizes); .300 Sav.; .303 Sav.; .32 Spec.; .32 Rem.; .35 
Rem. They cost no more than ordinary soft point bullets. Order 
your stock now. Remington Arms Co., Inc., Bridgeport, Conn. 








Typical Core-Lokt soft Typical old style sof? 
point rifle bullet point rifle bullet 
1. Special notching of jacket 
provides directional spread- 


ing lines for absolutely uni- e ’ 

form expansion emimeg OL, f 
Hl 

2. Thin metal jacket here starts 

immediate mushrooming 


= **Core-Lokt” is a trade-mark of Remington Arms Co., Inc. 
3. Heavy jacket here prevents 
bullet disintegration 


4. Bullet core locked inside 


heavy jacket 
5. Uniform expansion totwice 
original caliber at 100 yards 
in animal flesh 
| 


> Test of bullet in ordinary vise shows how special notching of 
jacket provides directional spreading lines for perfect expansion. 
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$20,000,000, probably the great- 
est fortune of that time. 

St. Louis in its early days was 
a great fur market. The trappers 
or “mountain men” were outfitted 
there for their long and adventur- 
ous journeys into the west to trap 
and trade with the Indians. These 
early St. Lauis merchants took 
long chances for possible large 
profits. There was no security 
for their advances and trade was 
based solely on character. Reuben 
Donnelly’s Sons, printers of 
Chicago, in their Lake Side Clas- 
sics have printed a number of 
fascinating books, mainly auto- 
biographies, dealing with the fur 
traders and early explorers of our 
northwest. There was keen rivalry 
between the big fur companies, 
“chains,” and the smaller inde- 
pendent fur trappers and traders. 


Opening the West 


All this is a most interesting 
part of our country’s history 
practically none of which is taught 
in our schools or colleges. How- 
ever it was the opening of our 
west and had a great influence on 
subsequent history. 

Up to 1840 the world of men 
wore beaver top hats. Made of 
beaver fur, they created a great 
demand for “beaver” for many 
years, but then came the vogue of 
silk toppers and there was a great 
falling off in the demand for 
beaver pelts. From 1840 on there 
was a decline in the fur business 
and many trappers sought other 
occupations. In 1849 came the 
discovery of gold in California 
and many trappers became gold 
hunters. Before this period, buf- 
falo were hunted for their hides 
and one year it is recorded that 
200,000 buffalo were slaughtered 
and the hides only brought $1.00 
each. They were mainly used for 
rough outdoor coats. Thousands 
of these hides were shipped 
abroad and used in foreign 
armies. 

Early in the Nineteenth Cen- 
tury, two types of steel traps, simi- 
lar in basic thought but quite dif- 
ferent in construction, appeared 
almost simultaneously in two lo- 
calities and rapidly proceeded to 
supplant the deadfalls and other 
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crude contrivances of early pio- 
neer days. In New England, two 
Englishmen named Blake and 
Lamb (record of their first names 
has been lost during the century 
since they first came to America) 
brought to Connecticut from their 
native land models of a steel trap 
which later was to become known 
throughout the hardware trade as 
the “under spring.” This, they 
developed to a high state of 
efficiency and distributed via the 
most readily available trade routes 
—the packet boats— along the 
eastern and southern coasts. 

About the same time, in New 
York, a hunter and blacksmith 
named Sewall Newhouse was per- 
fecting a model which later was 
to become known as the “long 
spring,” a trap which was carried 
west as the drift of population 
extended to the Ohio and Missis- 
sippi River valleys. 

Since the days of Blake and 
Lamb and Newhouse, many mil- 
lions of these two types of steel 
traps have been distributed 
throughout North and South 
America and additional hundreds 
of thousands of dozens have found 
their way to remote corners of 
the world. The steel trap, in fact, 
is a product that was born and 
developed in America. 

Returning to S. Newhouse’s 
book we are astonished at the mag- 
nitude of the fur trade in the 80’s. 
He writes the yearly production 
of raw furs in the whole world 
was worth between $17,000,000 
and $20,000,000 and the whole 
amount of the fur trade including 
manufactured goods reached a 
volume of not less than $100,000,- 
000. The number of muskrat 
skins alone is estimated at six 
millions. 


Two Classes of Furs 


Raw furs are divided by Ameri- 
can dealers into two classes— 
shipping furs—to be sent abroad 
and—home furs—to be used in 
this country. The leading ship- 
ping furs are the silver, red, and 
cross fox, raccoon, fisher, wild 
cat and skunk. Among home furs 
are the mink, opossum, house cat, 
wolf and marten. The greatest 
selling fur, the muskrat, is classi- 


fied under both heads. Raccoon 
is the great staple for Russia, red 
fox for Turkey and Oriental coun- 
tries and muskrat for Germany, 
France, England and the United 
States. 


Constant Demand 


It is only necessary to study the 
dress of women to see that furs 
are still in demand. Today on the 
streets of all our cities four out 
of five women will be seen wear- 
ing fur garments or fur-trimmed 
clothing. In Europe furs are worn 
as clothing for comfort, while in 
the United States they are worn 
for fashion. Our most fashionable 
and expensive furs are ermine, 
sable and mink. Mink are now 
raised on stock farms, hence we 
have wild and domestic mink. 
There is also a thriving industry 
on Prince Edward Island, Nova 
Scotia, and in many of our mid- 
western states in home grown sil- 
ver foxes. The furriers, however, 
have been able to produce by dye- 
ing many “special brands” of furs 
from the humble muskrat, opos- 
sum and skunk. 

Sydney Greenbie has recently 
written an interesting book on the 
early fur trappers. They were 
rugged individualists who pre- 
ferred the independence and si- 
lence of the wilds to the trammels 
of civilization. 

So with much study and read- 
ing about the fur trade, we come 
down to the trapping and trap- 
ping conditions of today. We in- 
herited vast wealth in our fur- 
bearing wild animals. Notwith- 
standing the enormous fecundity 
of most fur bearing animals (espe- 
cially the muskrat) the great de- 
mand for furs and improved meth- 
ods of trapping have made it a 
losing battle for our furry wild 
life. The inroads of civilization 
have also driven fur-bearing ani- 
mals further and further back in- 
to the wilds so at last the States— 
most of them—have taken steps to 
conserve and increase our present 
supply. In my next article I will 
tell what has and is being done to 
conserve and restore our fur-bear- 
ing wild life by the various states, 
and the National Government and 
also, very actively, our steel trap 
manufacturers. 
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Screen and Screen Door Window 


Merchandise: Screen doors, black, pearl and bronze screen cloth, 


window screens all kinds, screen enamel, 


paint brushes, fly spray, 


sprayers, moth flakes and spray, screen door hardware such as springs, 
locksets, hooks, door checks, catches, mending plates, bumpers, etc. 


Background: Center panel of dark blue corrugated board with bright 
yellow cut-out letters. Screen doors should be used as side panels in 


the background. 


Suggested Interior Display: For tables—adjustable window screens, 


fly spray and fly swatters. For platforms—screen doors. 


Capitalize on the Weather 
in Your Merchandising 


HARDWARE AGE Original Window Display IDEAS 


ae is an 


important factor in influencing 
people to buy today. The hard- 
ware dealer who is on his toes 
will capitalize on this situation by 
arranging displays of items that 
are suggested by the particular 
type of day. 

On rainy days, place several 
mass displays of door mats in the 
store and locate these near the 
wrapping counter or the entrance. 
Show cards on the displays should 
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ADJUSTABLE 
SCREENS 
12x2! to 33 


OO0¢ 











Feature the small size and low 
priced adjustable window screens 
on the end of tables showing com- 
plete stock of window screens. 


suggest the benefits which will ac- 
crue through the use of door 
mats. 

Very few consumers plan mer- 
chandise purchased in advance. 
This is especially true with items 
which are used infrequently. This 
type of merchandise is purchased 
on sight or when a combination 
of circumstances brings the mer- 
chandise to the customer’s atten- 
tion at a time it might be used to 
good advantage. 
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mee °267 INVENTORY LETS YOU 


SHOW THESE EIGHT 6.6 FT. 


Unbelievable? Then you don't know the Gale ‘Kit Plan'l These 
“six-foots” above give you just an inkling of the tremendous ad- 
vantages you can gain by using the Gale ‘Kit Plan’! You can’t af- 
ford to pass it by, because, regardless of what other line you may 
be selling, you need the powerful competitive advantages that only 
Gale offers. In addition to the profit-building features of the Gale 
‘Kit Plan’, you get a line that hits hard with eye appeal, features, 
quality and price. Increase your volume and profits with Galel 


GALE propucts “ 


GALESOURG, FLEINOTS 
In Canada, GALE Products, Peterboro, Ontario 
eu , Division of Outboard, Marine 
and Manufacturing Co. 
Products 

1623 Monmouth Blvd. 

Galesburg, Illinois 

GENTLEMEN: 

Send facts on Gale refrigerators and Gale Kit Plan [_] 


Rush full information on Gele Portable Air 
Conditioning Units O 


COMPANY. 
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Hot Weather Goods 
Window 


Merchandise: Electric fans of 
several sizes and types, ice cream 
freezers, food mixers, drink mix- 
ers, ice picks, tongs, chippers, 
thermometers, barometers, and 
electric ovens. 


Background: Center panel of 
light sky blue corrugated board 
with bright yellow sun in corner. 
Cut out letters in yellow and red. 


Door mats for the home are of 
greatest use during wet weather 
when the effects of dirt tracked 
into the house can be recognized 
most readily. Show door mats at 
these times and you will sell them. 

During the warm weather, dis- 
plays of electric fans in operation 
will draw customers to the dis- 
play and many extra sales will be 
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Electric fans in operation will at- 

tract customers’ attention and cre- 

ate interest in the merchandise. 
Demonstrate safety features. 
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developed from merchandise dem- 
onstrations of this type. Ice cream 
freezers, glassware, and other 
items used to secure comfort on 
hot days can be featured and ad- 
ditional sales promoted. 


EVENTS IN JUNE 


June 14th—National Flag Day 

June 15th—Children’s Day 

June 16th—Father’s Day 

June 19-25—Send a Child to Camp 
Week 

June 2ist—First Day of Summer 

June 24-29—National Swim for 
Health Week 


It is essential for a merchant to 
have display facilities well de- 
signed and organized to carry out 
a merchandising program of this 
type since frequent changes in dis- 
plays are necessary. These changes 
can be effected with the least 
trouble and delay by having the 
ends of certain tables set aside for 
seasonal displays of this type. 

Many extra sales will be sug- 
gested if the screen door display 
for the season shows samples of 
the doors complete with suitable 
hardware and other accessories. 

These doors should be hinged 
to a display post fastened to the 
wall if possible. The display post 
should be made in a series of steps 
so that four or five inches of the 
face of each door will be visible 


Sales will increase if mass displays 

of cocoa door mats are shown on 

tables on rainy days to remind 
customers of this merchandise. 
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Special Door Mat Window 


Merchandise: Cocoa door mats 
of different sizes. Feature one 
size mat at a special price to 
stimulate sales. 


Background: Center panel of 
dark yellow corrugated board with 
red and black cut out letters. 
Show cards as shown. 


to the customer. Each door should 
be hung on different type screen 
hinges. Lock sets suitable for each 
type of door should be installed 
and door springs and catches 
shown in place. 

When a customer looks at screen 
doors in this display, the other 
items of hardware needed to com- 
plete the installation immediately 
suggest themselves. Salespeople 
can make additional sales more 
easily with this type of display. 














Secure attention to fly sprays and 

sprayers by showing a large quan- 

tity and featuring price. Arrange 
several displays in the store. 
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New display of files 
and scythe stones helps 
make sales 


D Here they are! The five most popular 
items in the Carborundum line of 
Scythe Stones and the famous “57” 
File... all displayed together in one 
striking new “self-salesman” that is 
furnished free with this new No. 722 
Assortment. Each stone and file is 
plainly marked with the price, and 
clear-cut illustrations show their uses. 
Just put this display in your garden 
tool section and watch it catch the 
eye of every farmer or gardener who 
comes into your store! Order the 
new No. 722 Assortment now... 
and make sure of early delivery! 


e * * 
DISPLAY UNIT CONTAINS: 


List each Total List :. o 
6— 190 Scythe Stones . . $ .25 $ 1.50 Celle, ‘A ea ( 
6—191 Scythe Stones. . 35 2.10 —_ 


6— 192 Scythe Stones. . 30 1.80 


6— 188 Scythe Stones. . 20 1.20 be r .% S$ T C + 7 ’ ( TI aad ti Ss A VU { by G 





6— 188R Scythe Stones . .25 1.50 
et a 1.00 3.00 
$11.10 


Subject to Discount 


Size— 15% in. Wide, 17 in. High, 2 in. Deep. 
Shipping Weight— 28 lb. 








CARBORUNDUM 


ABRASIVE “Mm PRODUCTS 
~~ hb 






For Easy Extra Sales pair up with 


(Carborundum is a registered trade-mark of and indicates manufacture by The Carborundum Company) 





THE CARBORUNDUM COMPANY, NIAGARA FALLS, N. Y. 


Sales Offices and Warehouses in New York, Chicago, Philadelphia, Detroit, Cleveland, Boston, Pittsburgh, Cincinnati, Grand Rapids 
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A valence conceals the 
fluorescent lamps which 
light up draperies and 
surroundings in a novel 
manner in this living 
room—a logical decor- 
ative use for these new 
lamps which may devel- 
op within a short time. 










The shape of the fluo- 
rescent lamp is an aid 
in cove lighting as is 
shown in this dining 
room. 

Right—In the laundry 
a daylight fluorescent 
lamp helps in spotting 
color discrimination. 



































Here is a type of 
lighting which has 


many advantages— 






its acceptance in 

the home depends 

largely upon the 
feminine sex 
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Fluorescent Lighting 
in the Home Field 


By O. P. CLEAVER 
Commercial Engineering Dept. 
Westinghouse Electric & 
Manufacturing Co. 


a widespread ac- 


ceptance of fluorescent lighting in 
the home will depend directly upon 
the housewife, who is generally 
alert to new ideas that give com- 
fort to her family and beautify her 
home, provided the cost does not 
exceed the family budget — and 
more important, provided she is 
made conscious of the advantages 
of the new equipment through na- 
tional advertising and neighborly 
example. 

To date nothing of this sort has 
occurred. But, the housewife is 


Eprtors’ Note: Mr. Cleaver pre- 
sented these remarks at the meeting of 
the Edison Electrical Institute held on 
March 22, at Chicago, Ill. 


showing some interest in this new 
light source due to coming in con- 
tact with fluorescent lighting in 
stores and shops. 

However, the high first costs, 
shape of the lamp, color, and hum 
and radio interference are reasons, 
mainly technological ones, why the 
use of fluorescent lighting for home 
use has been retarded. These may 
disappear in importance with fu- 
ture advances which are sure to 
follow the extensive research now 
being done on this new light 
source. The future of fluorescent 
lighting in the home is growing too 
fast to make accurate predictions 
or draw final conclusions at this 
time. 
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and Manufacturers 
Salesmen 





News of Retailers, Jobbers, 
and 








The Wickwire Spencer Steel 
Company, 500 Fifth Avenue, 
New York City, has announced 
the resignation of R. L. Foster as 
vice-president in charge of sales, 
effective as of May 1, 1940, and 
the simultaneous appointment of 
A. G. Bussmann as general sales 
manager who will assume all the 
responsibilities previously carried 
by Mr. Foster. 


Mr. Foster’s retirement comes 


after about 40 years in the wire 
and wire products industries 

first as president of the J. C. 
Pearson Co., manufacturer 


Steel & Wire Company; 
and for the 10 years 
vice-president in charge of sales 
of the Wickwire Spencer Steel 
Co. and its subsidiary, the Amer- 
ican Wire Fabrics Corp. 

In taking over Mr. Foster’s 
duties, Mr. Bussmann is assum- 
ing responsibilities for which he 
is outstandingly qualified. At- 
tending Carnegie Institute of 
Technology, he served as chemist 
for the New York Public Service 
Commission and then for 14 
years as chemist and welding en- 
gineer for the American Steel & 
Wire Company, after which he 
joined the Wickwire Spencer 
Steel Company as sales manager, 
wire and springs department. In 
1939 he was addition ap- 
pointed sales of the 
Buffalo district. His new appoint- 


past as 


in 
manager 





BUSSMANN NEW SALES CHIEF 
FOR WICKWIRE SPENCER | 


of 
nails; second as assistant general 
sales manager of the American | 
third | 


READ IT IN HARDWARE 


NEWS OF 











A. G. BUSSMANN 


| ment as general sales manager 
| comes after eight years of sales 
| activities with the parent com- 
| pany and with its subsidiary, the 
American Wire Fabrics Corp. 

| 
| D. C. RICHMOND HEADS 
CLYDE CUTLERY CO. 


At a recent 
board of directors of The Clyde 
Cutlery Co., Clyde, Ohio, the 
following officers were elected: 
president and treasurer, D. C. 
Richmond; vice-president and 
works manager, J. W. Sloan, and 
secretary and_ superintendent, 
K. B. Mann. These officers with 
Mrs. R. B. Jones and Russell S. 
Persing, comprise the board of 
directors. 

Mr. Richmond succeeds 
late L. M. Persing. 





the 


HOUSE FURNISHING MFRS. 
OF AMERICA ELECT 


At the recent annual meeting 
| of the board of directors of The 
| House Furnishing Manufacturers 
of America, Room 628, Palmer 
House, Chicago, Ill., the follow- 
ing were elected officers and di- 
rectors for 1940-41: President, A. 
W. Buddenberg, Lisk Mfg. Co., 
Canandaigua, N. Y.; vice-presi- 
dent, F. O. Flowers, The Wagner 
Mfg. Co., Sidney, Ohio; treasurer, 
C. G. Carlson, Chicago Curtain 
Stretcher Co., Chicago, IIl.; F. S. 





R. L. FOSTER 
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Earnshaw, United States Stamp- 


meeting of the | 








i 

ing Co., Moundsville, W. Va.; E. 
M. Grable, The Aluminum Cook- 
ing Utensil Co., New Kensing- 
| ton, Pa.; H. M. Hammond, Na- 
| tional Washboard Co., Chicago; 
| S. L. Hanssen, Hanson Scale Co., 
| Chicago, Ill.; Harry Levy, M. 
Block & Sens, Chicago, and F. 
S. Tuerk, Hamilton Beach Co., 
| Racine, Wis. The executive com- 
mittee consists of Mr. Hanssen, 
| chairman, and Messrs. Budden- 
berg, Carlson, and Tuerk. Miss 
| Irene Setzke is assistant secre- 
tary. 


NEW DISTRIBUTOR FOR 
HORTON APPLIANCES 


Joseph Groshans, western sales 
manager for Horton Mfg. Co., 
Fort Wayne, Ind., has announced 
that Knapp & Spencer Company, 

| 3rd and Nebraska Streets, Sioux 
| City, Iowa, has been appointed 
| distributor for Horton “Kleenzon- 
| ing” washers and Horton ironers 
| in the territories adjacent to 
Sioux City. The Horton ironer 
line, which has in the past in- 
cluded stand and cabinet type 
machines, has recently been ex- 
panded by the addition of the 
“Do-All” portable ironer, a new 
portable with full size roll. The 
new distributor will handle the 
Do-All in addition to washers 
and the other ironers. 


GIBSON GOOD TOOLS BUYS 
“MAGNET HAMMER” 


Arthur R. Robertson, 15 Hath- 
away St., Boston Mass., manufac- 
turer of the “Horseshoe Magnet” 
hammer, has sold that business 
to J. F. Simpson of Gibson Good 











Tools, Inc., Orange, Mass. Mr. 
Robertson, who is 85 years old, 
is retiring from active business. 


MITCHELL TO MANAGE 
RAWLPLUG ALBANY CO. 


The Rawlplug Company, Inc., 
98 Lafayette St., New York City, 
manufacturer of a complete line 
of anchoring devices, has ap- 
pointed Alexander Mitchell as 
manager of the Rawlplug Albany 
Co., 434 Clinton Ave., Albany, 
N. Y. W. F. O'Keefe will cover 
the Syracuse territory under the 
Albany management. A complete 
stock of “Rawlproducts” will be 





CHIEF SALES ENGINEER 

FOR E. C. ATKINS & CO. 

E. C. Atkins and Company, 
Indianapolis, Ind., manufacturer 
of Atkins “Silver Steel” saws, 
announce the advancement of 
J. A. St. Clair to the new posi- 
tion of chief sales engineer of 
the industrial division. 

Mr. St. Clair has been with 
the Atkins company since 190] 
and has served in several im- 
portant capacities. He _ started 
| as shipping clerk and from there 
was transferred and had charge 
of the manufacture of cross cut 
saws; then supervisor of small 
tool and cross cut saw handle 
department. He was then put 
in charge of the supervision of 








J. A. ST. CLAIR 


the manufacture of all circular 
wood and metal saws, and meat 
knives. For the past 
years he has worked in the ca- 
pacity of engineer in the engi- 
gineering department, and had 
charge of the service depart- 
ment. 


several 


HORTON SENDS MARSHALL 
TO NEW TERRITORY 


Willis M. Marshall has been 
transferred to a new territory for 
the Horton Mfg. Fort 
Wayne, Ind. He will now repre 
sent the Horton line in the cen 
tral and eastern Minnesota area 
and will make his headquarters 


Co., 





carried at the Albany branch. 


in Minneapolis. 
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HOYT NAMED GENERAL MANAGER 
OF YALE’S STAMFORD DIVISION 


The Yale & Towne Mfg. Co. 
has announced the promotion of 
general 


William R. Hoyt to 


- 





WILLIAM R. HOYT 


| manager of the Stamford divi- 
sion of the company, where he 
succeeds Richard G. Plumley 
| who resigned as of April 15. 
| Mr. Hoyt’s promotion  cul- 
| minates a 38-year record with 
| the company. In 1902 Mr. Hoyt 
joined Yale & Towne as a ma- 
chine hand on cylinder work. 
Successively through the follow- 
ing years he forged ahead as 
toolmaker, foreman, departmen- 
tal superintendent, superinten- 
dent of production, assistant to 
the vice-president on production, 
and finally, in 1929, comptroller 
of production. 

In 1931, the materials han- 
dling division of Yale & Towne 
was moved to Philadelphia. 
There Mr. Hoyt was made works 
manager. His present elevation 
is a fitting reward for the record 
he established during his nine 
years in Philadelphia. 











IN RESEARCH WORK 
FOR TRU TEST 


Through the Tru Test Mar- 
keting and Merchandising Corp., 
Merchandise Mart, Chicago, IIL., 
the services of C. A. Cullum, Jr., 
will be made available to Tru 
Test distributors for research 
work with dealers. Mr. Cullum 
has had wide chain store ex- 
perience. He has been associ- 
ated with Sears, Roebuck & 
Co., supervising stores in Illinois, 
Indiana, Wisconsin, and Mich- 
igan. He opened new stores, 
conducted periodical sales meet- 
ings for store owners and sales- 
men, and developed sales pro- 
motion material in connection 
with contests and special selling 
He also spent time as 
an outside salesman, a_ store 
sales manager and store man- 


ager. 


events. 


GOLDEN ANNIVERSARY OF 
MARSHALLTOWN TROWEL 


This year the Marshalltown 
Trowel Co., Marshalltown, Iowa, 
reaches the half century mark 
of continuous manufacture of 


tuck pointers. From its begin- 
ning in 1890, Marshalltown has 
maintained a reputation for qual- 
ity and originality in design and 
features. The “Xtra-Lite” de- 
veloped and introduced by Mar- 
shalltown was the original alumi- 
num mounted light weight 
finishing trowel. The Iong mount- 
ing with ten rivets was another 
Marshalltown improvement. The 
comfortable thumb rest was also 
pioneered by this company. 





NEW SALES CHIEF FOR 
PROCTOR ELECTRIC 


Walter M. Schwartz, Jr., presi- 
dent of Proctor Electric Co., Phil- 
adelphia, Pa., has announced the 
appointment of Roscoe E. Imhoff 
as general sales manager. Prior 
to becoming associated with Proc- 
tor Electric Company, Mr. Imhoff 
was connected with the Westing- 
house Electric & Mfg. Co. for 20 
years. Starting in the production 
department he worked his way 
up to sales manager of the mer- 
chandising division, which posi- 


| formerly sales manager, has been 

appointed Proctor district man- | 

This | 
P ; . ; H a . > 

was in conformity with Mr. Cul | ufacturers Association will hold 

| bert’s request as he has always | jts 81st semi-annual convention 


ager for the West Coast. 








ROSCOE E. IMHOFF 


desired to live on the West Coast. 
He will be assisted by two terri- 
tory supervisors. 





MANUFACTURERS-JOBBERS 
TO MEET, OCT. 14-17 


The American Hardware Man- 


| with the 46th annual convention 
| of the National Wholesale Hard- 
ware Association, Oct. 14-17, 
1940, at the Marlborough-Blen- 
heim Hotel, Atlantic City, N. J. 
Charles F. Rockwell, 342 Madi- 
son Ave., New York City, is sec- 
retary of the manufacturers’ asso- 
ciation and George A. Fernley, 
505 Arch St., Philadelphia, Pa., 
is secretary of the wholesalers’ 
association. 
NEW SECRETARY NAMED 

FOR NEW ENGLAND ASSN. 


The board of directors of the 
New England Hardware Dealers 
Association, 140 Federal St., 
Boston, Mass., have announced 
the appointment of Russell R. 
Mueller. as its executive secre- 
tary. Mr. Mueller is former New 
| England director of the National 





Retail Furniture Association. 





Elliott C. Paddock was ap- 
pointed sales manager of The 
Corbin Screw Corp., New 
Britain, Conn., effective April 
29. He succeeds E. E. Baldwin 
who resigned that position on 
April 26. 

Mr. Paddock has been asso- 
ciated with The Corbin Screw 








tools for plasterers, bricklayers, 
cement workers, tile setters and 
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1940 





tion he held at the time he 
severed his connections with 
Westinghouse. 

Mr. Schwartz has also an- 


nounced that Charles P. Culbert, 





PADDOCK HEADS CORBIN SCREW SALES 
UPON BALDWIN’S RESIGNATION 


Corp., since June, 1939 as as- 
sistant sales manager. He was 
previously associated for many 
|years with the Greenfield Tap & 
Die Corp., Greenfield, Mass., 
leaving his position there as as- 
sistant sales manager to join the 











ELLIOTT C. PADDOCK 


Corbin Screw Corp. organiza- 
tion. 





E. E. BALDWIN 

















PLANS FOR VIRGINIA BEACH 


GOLF TOURNAMENT, JUNE 6-8 | 


The Eastern Hardware Golf As- 
sociation, 9 Rockefeller Plaza, 
New York City, has announced 
the final arrangements for its 
sixth annual golf tournament, 
June 6-8, 1940 at the Cavalier 
Hotel, Virginia Beach, Va. The 
playing schedule requires an 18- 
hole qualifying round on Thurs- 
day, June 6. This may be play- 


ed any time up to darkness. 
Flights of 16 will be drawn on 
the basis of those scores and 


match play starts Friday morning, | 


with starting times and 
Thursday 


June 7, 
pairing 
night. 

A buffet luncheon will 
served at the Princess Anne 
Country Club and by special ar- 


announced 


be | 


rangement members may sign for | 


this in lieu of the 
luncheon at the hotel. 


regular | 
Rates are | 


$7.00 per day double and $8.00 | 


per day single, American plan. 
To reach Virginia Beach three 
groups are being organized and 
members can join those parties 
by communicating with the chair- 
man of each. From Boston, the 
route will be via the Merchants 
and 


time, Tuesday, June 4. A. P. 
Chase, Chase Parker and Co., 288 
Congress St., Boston, is in charge. 

From New York, the party will 
leave via the Eastern Steamship 
Line, leaving the city at noon, 
daylight saving time, Wednesday, 
June 5. Carlton B. Waller, Un- 
derhill, Clinch & Co., 150 Varick 


Miners Steamship, leaving | 
Boston, 4 p. m. daylight saving | 


St., New York City, is in charge. 
From Washington, the party will 


leave via the Norfolk and Wash- 


ington Steamship, leaving Wash- 
ington at 6:30 p. m., E.S.T., Wed- 
nesday, June 5. Leo C. May, 
May Hardware Co., 1818 New 
York Ave., Washington, D. C., is 
in charge. Bus transportation 
will be arranged to carry these 
parties from Norfolk to Virginia 
Beach. 


SIVERD, DIST. SALES MGR., 
PITTSBURGH SCREW & BOLT 


The Pittsburgh Screw and Bolt 
Corp., Pittsburgh, Pa., has an- 


nounced the appointment of 
Percy D. Siverd as manager of 
sales, bolt, nut and* fivet di- | 
vision, Pittsburgh district. He 


will make his headquarters at 
the general office in Pittsburgh. 
Mr. Siverd has_ been 
ciated with the company in 
various capacities since 1916; a 
greater part of his work has been 


asso 


in connection with the sales ac- | 


tivity of the company. 


HARDWARE GOLF ASSN. 
TOURNEY, SEPT. 19-21 


| Rogers & Baldwin Hdwe. Co., 


Springfield, Mo., to complete final 
| arrangements for the tournament. 
|R. A. Sundvahl, The Corbin 
Screw Corp, and Corbin 


| Cabinet Lock Co., 321 W. Ran- 


| dolph St., Chicago, IIL, is secre- 
| tary-treasurer of the association. 


| OLMSTEAD IN CLEVELAND 
SALES FOR YOUNGSTOWN 
SHEET & TUBE CO. 

| F. A. Olmstead has joined the 
penta office of the Youngs- 


& 


town Sheet Tube Co. in a 





F. A. OLMSTEAD 


The Hardware Golf Association 


will hold its annual tournament, 
Sept. 19 to 21, 1940 at the Elms 
Hotel, Excelsior Springs, Mo. The 
directors and committees will 
meet at the Elms Hotel, June 7 
and 8th at the call of President 
Win Baldwin, president of the 


| sales capacity. Mr. Olmstead was 
| formerly connected with the 
| Hodell Chain Co. for the past 
| 23 years, 18 years of which were 


| in charge of manufacturing oper- | 


ations, and the last five years in 
sales. 





| 
| 


OFFICERS ELECTED FOR 
BELLEVILLE-SARGENT 


Stockholders of the manufac- 
turing firm of Belleville-Sargent 
& Company Limited, Belleville, 
Ontario, Canada, held their an- 
nual meeting at the company of- 
fices on March 28 and elected 
the following. directors: 

Harold Sanders, Jamieson Bone 
and M. J. Vanner, all of Belle- 
ville, Ontario; P. E. Barth and 
M. D. Vanderbilt, Sargent & Co., 
New Haven, Conn. 

The directors elected Harold 
Sanders president. Other offi- 
cials of the company were elected 
as follows: P. E. Barth, vice- 
president and general manager; 
M. J. Vanner, secretary-treasurer. 

Mr. Sanders, who succeeds 
the late Colonel R. J. E. Graham 
as president has been connected 
with *Belleville-Sargent & Com- 
pany Limited and the former 
Belleville Hdwe..and Lock Co. 
since 1903, in various capacities, 
including the offices of sales man- 
ager, vice-president and manag- 


ing director. 


PIONEER RUBBER MOVES 
NEW YORK OFFICE 
The Pioneer Rubber Company, 
Willard, Ohio, announces a new 
location for its New York City 


| office as of May 1, at 220 Fifth 


Ave., the company was formerly 
in the Fifth Avenue Building. 
Pioneer manufactures “Ebonet- 
tes” household gloves and “Stan- 


| zoil” industrial gloves made of 


Du Pont “Neoprene.” 


850 ATTEND HARDWARE SQUARE CLUB 12TH ANNUAL SHORE DINNER 





Part of the gathering of more than 850 hardwaremen who attended the 12th annual shore dinner of the Hardware Square Club, 
No. 675, held on May 2, 1940, at the Hotel Astor, New York, N. Y. The dinner was held in the grand ballroom of the hotel and 
entertainment theme featured “An Evening Under the Big Top”. Ralph S. Allen, Diamond Expansion Bolt Co., secretary of the 
club, was general chairman of the shore dinner committee. 
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MORE 
BUSINESS 
FOR YOU 
MORE 
PROTECTION 


FOR YOUR 
CUSTOMER 


Full SIZE SCREENS 


Retailers throughout the country are finding 
that it is smart business to suggest full 
window-size screens instead of half-size 
screens. Not only does it increase their sales 
of wire screen cloth, but it also helps to sell 
many other items such as hangers, hooks 
and eyes, nails, brads, fasteners, brass num- 
erals, paint, and paint brushes. 


You can quickly convince your customers 
that it is smart buying to build or install full 
window-size screens by pointing out the 
many advantages, such as full instead of 
half protection against flies, mosquitoes, and 
other insects; full ventilation, and a screen 
that is not only sturdier but is considerably 
easier to put up and take down. 


FREE FOLDERS! Did you get your supply 
of colorful folders outlining the many ad- 
vantages of full window-size screens over 
half-size screens? It not, write to the Wire 
Screen Cloth Manufacturers’ Institute, 74 
Trinity Place, New York, N. Y. 






These free folders 
are limited, so 
write for your 
supply today. 














ww | Dale Now Oliver Bros. Vice-President; 


Jerome G. Oliver Elected Secretary 


| At a recent meeting of the di- 
rectors of Oliver Brothers, Inc., 
| well known purchasing organiza- 





JAMES H. OLIVER 


tion of New York City and Chi- 
cago, Horace E. Dale was elected 
vice-president to succeed the late 
Wilson Oliver. Jerome G. Oliver 
was elected secretary and Louis 
J. Wolf was elected assistant sec- 
retary. The other officers remain 
as heretofore: James H. Oliver, 
president; Leonard E. Oliver, 
treasurer, and James Dignan, as- 
sistant treasurer. 

The company now in its 49th 
year, has its headquarters at 417- 
421 Canal St., New York City, 
with a branch office in Chicago. 
Besides its domestic business, 
Oliver Brothers, Inc., represents 
a large number of foreign mills 
as United States purchasing 
agents, and also have an inter- 
national export business. 

Mr. Dale, the new vice-presi- 
dent, who was born in London, 
England, descends from a long 
lin¢é of hardware merchants. He 
became associated with Oliver 
Brothers in 1912, formerly having 
been associated with Hammacher, 
Schlemmer & Co. as New York 
City pick-up buyer, later buyer of 














machinery and mill supplies, and 
finally as general manager of the 
organization. 





JEROME G. OLIVER 


The new secretary, Jerome G. 
Oliver, is the youngest son of 
the late Frank J. Oliver, former 
president, and has been with the 
company 10 years. He was em- 
ployed for some time with the 
Standard Dredging Co., before 
joining Oliver Brothers and is 
now in charge of the hardware 





LEONARD E. OLIVER 


department. Louis J. Wolf, as- 
sistant secretary, has been with 
the company since 1924 as a buy- 
er of radio supplies and later in 
charge of export sales. 


KANSAS CITY UNIT OF 
CENTRAL STATES CLUB 
TO MEET AT GOLF 


The Kansas City Unit of the 
Central States Hardware Club 
will hold its second annual golf 
meet, Friday, June 7, 1940, at 
The Hillcrest Country Club, Kan- 
sas City, Mo. Tee-off is at 1:30 
p-m. and the golf meet will be 
followed by a dinner at 7 p.m. 
B. E. Ericsson, Jr., 700 E. 63rd 








HORACE E. DALE 


Terrace, Kansas City, Mo. 
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Pending Wage-Hour Amendments 


Are 


(Washington Bureau 
of HARDWARE AGE) 


Proposed amendments to the 
Fair Labor Standards Act, in- 


cluding several *de igned to ex- | 


empt wholesalers from the law’s 


overtime wage provisions, became | 


a dead issue on May 3 when the 
House voted to send the Norton 
bill back to committee. While 
the actual vote was on the ques- 
tion of recommitting the mea- 
sure, the effect was to kill all 
pending wage-hour amendments 
at this session of Congress. 

Two sets of wage-hour amend- 
ments were voted down by the 
House. The set sponsored by 
Chairman Mary T. Norton, of 
the House Labor Committee, con- 
sisted of “mild” amendments gen- 
erally regarded as advanced by 
New Deal forces to head off the 
more “drastic” changes sought 
by various groups anxious to be 
exempted from the act. Several 
measures affecting the status of 
wholesalers (see HA, April 4, 


Killed for This Session 


| earlier in the session and one of | 


| these, a bill by Representative 
| Dirksen, Republican of Illinois, 
to exempt wholezale employees 
engaged in the distribution of 
agricultural food products, was 
passed by the House just before 
the vote was taken to recommit 
the Norton bill. 

The other set, sponsored by 
Representative Graham A. Bar- 
den, Democrat of North Carolina, 
would have exempted some 
2,000,000 agricultural and other 
specified workers from provisions 
of the law. It was vigorously op- 
posed by the Administration. 

Wage-hour officials early in the 
session recognized the 
clarifying certain 
wrinkles in the 


current 
necessity for 
administrative 
law but were reluctant to open 
it up fearful 
that the present effectiveness of 
the law would be drastically re- 
duced. They were represented as 


for amendments, 


well pleased that all the amend- 





p. 80) had been introduced 


ments were killed by the House. 








MAC WITTEN TO ACQUIRE | 
CONTROL OF HDWE. STORE | 


J. M. (Mac) Witten has ni 
ranged to purchase controlling 
interest in the Witten Hardware | 
Co., Inc., Trenton, Mo. In the | 
transaction all of the — stock | 
certificates of the company held 
by Mr. Witten’s sister, Louise 
Witten Robinson of Glendale, 
Calif., and his brother Tom 
Witten, Jr., of Roswell, N. M., 
are to be acquired. Mac Witten | 
is a former associate editor of 
HarpwarE AGE. 

The firm was established in | 
1904 by the late Tom N. Witten. 
It is one of Trenton’s oldest and | 
largest retail businesses. Since | 
the death of his father, Mac | 
Witten, now secretary and | 
treasurer, has managed the store 











J. M. WITTEN 
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| corporation. H. F. 


| the board and Charles E. Wilson, 


and continued its successful 
work. Two stockholders, J. K. 
Ebbe of Trenton and Dave 
Witten, will be financially inter- 
ested in the continuance of the 
Hoffman, 
president of the company will 
continue his interest in the firm. 


G-E OFFICERS REELECTED 


At the recent meeting of the 
board of directors of the Gen- 
eral Electric Company, Philip D. 
Reed was re-elected chairman of 


president of the company. All 
other officers of the company 
were also re-elected. 
FRANKLIN HDWE. & SUPPLY 
ELECTS OFFICERS 


At the first annual meeting of 
the stockholders of the Franklin 
Hdwe. & Supply Co., dealer- 
owned wholesale firm at 420-422 
Commerce St., Philadelphia, Pa., 
the following officers and direc- 
tors were elected for the ensuing 
year: 

President, Charles F. Parvis; 





i Like DIC-A-DOO 
BECAUSE IT'S A 
DANDY CLEANER 


AND MAKES ME A 
GOOD PROTECTED 
PROFIT 


TE RL NT, RT 


IC-A-DOO 
PAINT CLEANER 


REGULAR — (powder) for 
walls, ceilings, floors, etc. 


PREPARED (ready mixed) 
for many year-round uses, 


‘aemamee wv 


National Advertising, now in color, will tell millions 
about the new PREPARED DIC-A-DOO — extend 
its uses and seasons—increase sales. With a good 
profit protected under all Fair Trade laws, you'll 
make money stocking DIC-A-DOO in both Regular 
and Prepared forms. Ready for the spring demand? 


THE PATENT CEREALS CO. GENEVA, N. Y. 


Dept. H-31 











vice-president, B. F. Maurer; 
treasurer, John S. Walker, and 
secretary and general manager, 
F. Leon Herron. The following 
directors were elected to serve 
for three years: Charles F. 
Parvis, Harry D. Kaiser, B. F. 
Maurer; for two years, Horace 
C. Goodwin, George R. Park, 
Raymond J. Krebs; for one year, | 
Charles P. Reinboth, John S. | 
Walker, Edmund Zitzer. 





DIC-A-DOO 
Brush Bath 


An excellent Paint 
Brush Cleaner. 5c 
and 10c. Helps sell 
better brushes. 

2 dozen in 
self-selling 
display. 
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jor Aure PROFITS 


LET THE NATIONAL PRESSURE COOKER 
ADVERTISING BOMBARDMENT CAPTURE 
EXTRA PROFITS FOR YOU 


ta} NATIONAL ADVERTISING—10,571,000 Na- 
i y - tional Pressure Cooker advertisements are going 
j #° to prospective buyers this canning season. 
MERCHANDISING SERVICE—National Pres- 
sure Cookers are backed by a complete tested and 
proven merchandising service—display material, 
silent salesman, literature, etc. 









* YEARS AHEAD — 
:. Only National has the 
super-safety features 
and conveniences. 


FULLY APPROVED- 
The National carries 
} the Good Housekeep- 4 
ing Institute approval. 





, THE LEADER— Re- 
i. cent surveys show Na- 
‘tionals are preferred 
8 to 1 over all other : 
pressure cookers. . 





TESTED — approxi- 
mately 90% of all 
pressure cookers in 
use today are National 
made. 









: FAST — With a Na- 
- tional your customers 
;, can process 100 quarts 
f° a day. 





. ONLY SAFE WAY 
sto can, says U.S. 
“ Government, is under 
* | pressure. 













Write for full details, Dept. Q— Eau Claire, Wisconsin 








Credit executives of the whole- 
sale hardware industry will hold 
a two-day meeting at the Royal 
York Hotel, Toronto, on May 21 
and 22 in conjunction with the 
forty-fifth annual Credit Congress 
of the National Association of 
Credit Men. 

The program for the industry 
sessions has been prepared under 
|the chairmanship of J. G. 
| Holland, Moore-Handley Hdwe. 
| Co., Birmingham, Ala., and will 
| open with an address on “Requi- 
sites of a Successful Credit 
Policy From Wholesale and Re- 
tail Standpoint” by I. A. Me- 
Nabb, M.C.L, Glidden Co. Ltd., 
Toronto, Ont., followed by “Qual- 
ifications of Today’s Credit Man- 
ager,” G. C. Klippel, Van Camp 
Hardware & Iron Co., Indianapo- 
lis, Ind.; “Credit Interchange,” 
Roy A. Colliton, director, Credit 
Interchange Bureau Department, 
N.A.C.M., St. Louis, Mo.; “Are 
Present Credit Policies of Our In- 
dustry Sound?”, W. O. Matthews, 
Wholesale Hardware Association, 
Toronto, Ont.; “Membership,” 
Dan I. Bosschart, Eng-Skell Co., 
San Francisco, Calif.; “Interest- 
ing Experiences of a Credit Man- 
ager,” C. S. Fensom, Watkins 
Cottrell Richmond, Va.; 
“What You Can Expect from 
Your Credit Association,” S. 
J. Schneider, Louisville Credit 
Men’s Association, Louisville, Ky. 

The last item on the program 
for Wednesday afternoon will be 
an open forum during which all 
| in attendance will be given an 
| opportunity to present their par- 
| ticular problems and ideas for 








Co., 





\: discussion. 


| Credit executives of the indus- 
| try are cordially invited to be 
| present at the industry sessions 
| as ‘well as at the general sessions 
| of the Credit Congress which will 
| be in progress from May 19 to 
| 23 inclusive. 

The program for the paint, var- 
| nish, lacquer, and wallpaper in- 
| dustry sessions has been pre- 
| pared under the chairmanship of 
| Harry E. Rhell, John T. Lewis & 
| Bros. Co., of Philadelphia, Pa. 
| The Tuesday meeting will open 
| with a message from Ernest T. 
| Trigg, president, National Paint, 
| Varnish, and Lacquer Associa- 
tion, Washington, D. C. Mr. 
Trigg’s address will be followed 
by “Cooperation of Salesmen with 
Credit Department,” Claud Faux, 
| Staunton’s, Ltd., Leaside, To- 








WHOLESALE HARDWARE AND PAINT PROGRAM 
AT THE TORONTO CREDIT CONGRESS 


A. W. Sande, John Lucas & Co., 
Inc., Philadelphia, Pa.; “Selling 
Marginal Accounts Safely,” 
Graham H. Rothweiler, Murphy 
Varnish Co., ‘Newark, N. J.; 
“Payment Deferred” by D. A. 
Whittaker, Sherwin-Williams Co. 
Ltd., Montreal, Que.; “Present 
Day Credit Problems of our In- 
dustry from a Legal Angle,” 
Mitchell M. Shipman, counsellor 
at law, New York, N. Y.; “In- 
teresting and Unusual Experi- 
ences of a Credit Manager,” John 
E. Charles, United Wallpaper 
Factories, Inc., Chicago, IIl.; 
“Qualifications of Today’s Credit 
Manager,” G. C. Klippel, Van 
Camp Hardware & Iron Co., In- 
dianapolis, Ind.; and “Our Most 
Important Credit Problem for 
1940,” Ralph F. Schaefer, Schae- 
fer Varnish Co., Louisville, Ky. 

Chairman Rhell will close the 
Wednesday session with a pres- 
entation of “How Can Your Na- 


tional Credit Committee Best 
Serve Our Industry?” 
There will be an_ industry 


luncheon on Wednesday, May 22. 
ANDRUS HEADS NORTON 
DOOR CLOSER SALES 


N. R. Andrus has been ap- 
pointed sales manager of the 
Norton Door Closer Co., 2900 
North Western Ave., Chicago, III. 
He has been associated with the 
company for 12 years. 

HEADS BAKER, McMILLEN 

EXPORT DEPARTMENT 


Curtis E. Wagner has been ap- 
pointed foreign sales director for 
The Baker, McMillen Co., Akron, 
Ohio. Mr. Wagner also heads the 
export department of other manu- 
facturers, among them the Fly 
Fish Kit Co., Inc., Kent, Ohio, 
and the Enterprise Aluminum 


Co., Massillon, Ohio. 





| ronto, Ont.; “Constructive Credit 
| Department Assistance to Cus- 
| tomers” by Wm. L. Lang, Devoe 
& Raynolds Co., Inc., Brooklyn, | 
IN Y.; “Are the Present Credit 


Policies of our Industry Sound?”, | 





CURTIS E. WAGNER 
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MRS. RUTH WALTHER HEADS 
CEDAR HILL FORMULAE CO. 

At a meeting of The Cedar 
Hill Formulae Co., New Britain, 
Conn., Mrs. Ruth B. Walther was 
elected president, treasurer, and 





RUTH B. WALTHER 


a director. Mrs. Walther has 
been with the company for 20 
years and has been its secretary 
and sales manager for the past 
12 years. 

GLASS CENTER PREVIEW 
HELD AT N.Y. WORLD'S FAIR 

More than 150 editors of busi- 
ness and other publications were 
guests at a special preview of the 
Glass Center, New York World’s 
Fair, on May 1. After witness- 


ing demonstrations of glass blow- | 


ing and visiting the exhibits 
showing various domestic, com- 
mercial, industrial and scientific 
applications of glass the visitors 
were served luncheon as guests 
of the Glass Center, managed by 
Glass, Inc., the company formed 
by the sponsoring glass com- 
panies—Owens-Illinois Glass Co., 
Toledo, Ohio; Pittsburgh Plate 


ing Glass Works, Corning, N. Y.., | 
and the Owens-Corning Fiber- | 
glas Corp., Toledo, Ohio. 

Brief addresses concerning 
glass and its future were de- 
livered by Harold Boeschenstein, 


president Owens-Corning Fiber- 
glas Corp.; William E. Levis, 
president, Owens-Illinois Glass 


Co.; Clarence Brown, chairman 
of the board, Pittsburgh Plate 
| Glass Co. and Amory Houghton, 
president, Corning Glass Works. 
Harvey D. Gibson, chairman of 
the board, New York World’s 
Fair, welcomed the guests and 
Robert L. Hamill, president, 
Glass, Inc., introduced the speak- 
ers, 

A special exhibit of historic 
interest, in the Glass Center, will 
be the display of America’s old- 
est industrial colonial relics, the 
parts of furnaces, pots, crucibles, 
kilns, etc., and actual glass ex- 
cavated at Jamestown, Va., where 
332 years ago the first glass fac- 
tory was built by the first perma- 
nent English settlers, under the | 
leadership of Captain John| 
Smith, this exhibit to be on view | 
from May 14 on. In addition to | 
exhibits of glassware for home, | 
industrial, commercial and scien 
tific use there are on exhibit 
miniature models of modern 
glass front stores and the “Glass 
in the Home” exhibit showing 
unique adaptions of glass in its 
varied forms for everyday home 
use. 





NEW HARDWARE STORE 
IN HARTFORD, CONN. 


Louis Steinberg is opening a 
hardware store, the State Hard- 
ware & Supply Co., 208 State 
St., Hartford, Conn. Mr. Stein- 
berg for the past 17 years was 
vice-president of the Star Hard- 
ware & Plumbing Supply Co., 





Glass Co., Pittsburgh, Pa.; Corn- 


510 Front St., Hartford. 





Industry Campaign to Put Over 
Full Size Window Screen Idea 


The Wire Screen Cloth Manu- 
facturers’ Institute is sponsoring 
an advertising campaign, the 
theme of which is, “Be Window- 
Wise” — Buy Full-size Screens. 
This campaign is addressed to 
consumers through the medium 
of hardware jobbers, hardware 
retailers and retail lumber yards 
in the interest of full-size screens 
for better protection for the 
home. 

In addition to advertisements 
appearing in the Harpware AGE 
and in the Small Homes Data 
Book, the Institute has distrib- 
uted to 5041 hardware retailers 
and 2500 lumber yards, a supply 
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of an attractive folder, the theme 
of which is “Be Window-Wise”— 
Buy Full-size Screens, outlining 
the reasons why full-size screens 
are desirable over other types. 

It is hoped that this campaign 
will result in greater sales of 
wire screen cloth by all inter- | 
ested factors, and at the same | 
time securing better protection 
for the consumer through the use 
of full-size screens. While they 
last, additional folders may be 
secured by writing the Wire 
Screen Cloth Manufacturers’ In- 
stitute, 74 Trinity Place, New 
York City. 
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SHOW YOUR PAINTING CONTRACTORS 
HOW TO FEATURE 


POL MER IK 
4 


The Greatest Control Factor For a Quality Paint Job 


THE WAY TO SELL a paint job at a profit is to prove you're giving 
the customer a big dollar value. Painters can prove this by telling why 
they use Pol-mer-ik Boiled. 


Because They Can Prevent Film Burning 


Linseed Oil dries by oxidation. To accelerate the drying of raw oil 
driers are added. When too much,drier is used, the oxidation is so rapid, 
that the paint film burns. Film Burning can be prevented by the use of 
Pol-mer-ik Boiled. This accurate-drying linseed oil is made under labora- 
tory supervision and tested for drying accuracy. The use of Pol-mer-ik 
Boiled assures accurate drying. This is a value the customer wants — a 
value the painter should feature. 


Because the Céoked Oil Gives Better 
Gloss, Greater Durability 


The home owner wants a paint job that gives 
him brilliant beauty and long protection. 
The 10% Cooked Oil in Pol-mer-ik Boiled 
increases these values. It makes paints brush 
better and level better to form a smoother, 
more even film of better gloss and luster. 
The film is tough elastic and more durable. 


THIS FOLDER WILL HELP PAINTERS SELL 
QUALITY JOBS 


Available to you, for your Painting Contractor cus- 
tomers. Explains the difference between Boiled Oil 
and Cooked Oil. Tells the value of each. 
Archer-Daniels-Midland Company Ha-soe | 
Roanoke Building, Minneapolis, Minn. | 
Please mail the Story of Pol-mer-ik Boiled, the | 
Greatest Control Factor in Quality Paint Jobs, 


SME cd csis creas toe saasncaessneveun | 

ASIZE FOR EVERY PAINT JOB | ADDRESS.............---00eeeeeeeerees | 
Pints, Quarts, 1, 2, 5, gallon containers. | TOWN.............- ATE sos505000- | 
Available in Raw or Boiled. es ce Gee a GS GERAD GED GED GED GERD GERD ED GED GED GED ED -~ 











When school days start, you'll find quick, easy 
sales for these attractive DeLuxe Lunch Boxes 
with their brand new decorative features. Made 
of heavy weight tin, with baked-on lithograph 
finish outside and bright inside finish. Seam- 
less one-piece covers and extra strong riveted 
handles. Size 8% x 5% x 4 inches. Airplane 
design in Green only—Dog design in Red only. 
Ask your Jobber’s Representative about these 
DeLuxe quality items. 


SCHLUETER MFG. CO., ST. LOUIS, MO. 


Schlueter Mfg. Co. 
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HENRY S. DARBY 


| Henry S. Darby, president and 
| first and only treasurer of J. M. 
Warren Co., Inc., wholesale hard- 





| HENRY S. DARBY 


ware firm of Troy, N. Y., passed 
away April 25. A member of 
the Harpware Ace Fifty-Year 
Club, Mr. Darby had been asso- 
ciated with the company for 67 
years. 

In 1919 he was elected a direc- 
tor of the United National Bank. 
In 1921 he became its president, 
and in 1929 when the United and 
the National City Banks merged, 
he was named vice-chairman of 
the board. Mr. Darby was also 
a former director and former 
vice-president of the Troy Trust 
Co. 


CHARLES R. BROTHWELL 


Charles R. Brothwell, president 
of the Russell Jennings Mfg. Co., 
Chester, Conn., passed away 
April 7. Mr. Brothwell’s entire 
business career was spent in as- 
| sociation with the company and 
| he was its president for many 
| years. 





GEORGE A. NOONAN 


| George A. Noonan, proprietor 
|of the Noonan Hardware Co., 
| Santa Monica, Calif., passed 
| away recently after an illness of 
| several weeks. He was 57 years 
old. 

Early in his business career, 
Mr. Noonan was a traveling sales- 
man for the Simmons Hardware 
Co., traveling in North Dakota 
|and Minnesota. He then entered 
| the retail hardware business in 


| 


he decided to enter the retail 
hardware business in Santa 
Monica. He bought the Central 
Hardware store 14 years ago, ex 
panded the business and con 
tinued it as the Noonan Hard 
ware Co. 

A vice-president of the South- 
ern California Retail Hardware 
Association, Mr. Noonan is sur- 
vived by his widow, two sons, 
George R. and Jack Noonan, 
and two daughters. 





HENRY F. HOLLOWAY 


Henry F. Holloway, for many 
years New York sales manager 
for the Jones & Laughlin Steel 
Corp., retiring from the service 
of the company in 1920, passed 
away at his home in Montclair, 
N. J. He was 83 years old. 

In his early business life, Mr. 
Holloway was employed at the 
Akron Iron Co.’s blast furnace at 
Buchtel, Ohio. Later he was 
secretary of the Columbus & 
Hocking Coal & Iron Co., Colum- 
bus, Ohio, and in the late 
nineties was manager of the 
Akron Iron Co.’s rolling mill at 
Akron, Ohio. He was a founder 
of the First National Bank & 
Trust Co., Montclair, and for 
nearly 30 years a director. 





GEORGE M. MILLER 


George M. Miller, 71, vice- 
president of the Lowe-Armstrong 
Hardware Co., Knoxville, Tenn., 
passed away April 22. Before 
the organization of the Lowe- 
Armstrong Hardware Co., Mr. 
Miller was one of the owners of 
the former Market Square Hard- 
ware & Harness Co. The latter 
company was dissolved years ago 
and taken over by the Lowe- 
Armstrong company. He leaves 
his widow, a son, and five daugh 
ters. 


JAMES W. HELLMAN 


James W. Hellman, 78, pioneer 
Los Angeles hardware merchant, 
died of a heart attack here 
April 22. 

A resident of Los Angeles for 
66 years, Mr. Hellman founded 
the Hellman Hardware Co. in 
1891. His first store was on the 
present site of that city’s city 
hall. He retired five years ago 
but retained his post as chair- 
man of the company’s board of 
directors. 





| East Grand Forks, Minn., which 
| he operated for 12 years. It was 
while on a visit to California that 


Mr. Hellman leaves his widow. 
two sons and two daughters. 
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CARL BERGMAN 


Carl Bergman, sales manager 
of the One Minute Washer Co., 
Kellogg, Iowa, died in an auto- 
mobile accident. Mr. Bergman 
was returning to his home in 





CARL BERGMAN 


Newton, Iowa, from the factory, 
when his car was struck by a 
truck trailer and _ overturned, 
with instantly fatal results. 

Mr. Bergman was a son of the 
founder of the One Minute 
Washer Co. and was born and 
raised in the washer business. 
As a small boy he worked in the 
office during part of his school 


vacation. Upon graduating from | 





REVISED STANDARDS CAST 

IRON ENAMELED WARE . 

(Washington Bureau 
of HARDWARE AGB) 

A revision of commercial 
standards for sanitary cast iron 
enameled ware has been approved 
by the Division of Trade Stand- 
ards of the Bureau of Standards 
and will become effective for new 
production on and after May 25, 
1940. 

Recommended by the Sanitary 
Cast Iron Enameled Ware Asso- 
ciation, the revised standards 
cover specifications for material, 
thickness, warpage, enameling, 
acid-resistance, inspection rules 
and marking. The standards al- 
ready have been approved by in- 
terested parties. Adherence will 
be voluntary in accordance with 
the usual procedure outlined by 
the Bureau of Standards. 





college, he entered the business. 
starting by selling washers. In | 
1932 he took charge of the com- | 
pany’s New York office and un- 
der his management the state of 
New York led the national sales 
organization in both dollar and 
unit sales. He has also done spe- 
cial sales promotion work in vari- 
ous parts of the country. 





BERT BOWERS 


Bert Bowers, 67, hardware 
dealer of Gaston, Ind., died at 
his home in Gaston April 26, of 
a heart attack. Mr. Bowers had 
extensive interests, including in- 
terests in the Gaston Canning 
Co., of which he was vice-presi- 
dent, and he was also vice-presi- 
dent and director of the Gaston 
Banking Co. He was a former 
president of the Canning As-o- 
ciation of Indiana. 


JACOB MILLER 


Jacob Miller, 71, vice-president 
of the Miller Brothers Hardware 
Co., Richmond, Ind., until 10 
years ago, when he retired, died 
April 26. Fred Miller is the only 
surviving brother of the three 
who founded the company in 
1911. Besides his brother Fred, 
his widow and a sister survive. 





The use of advertising, and in- 
terior and window store displays 
are important in this respect. 
The Council is making available 
an official poster to give uni- 
formity to all Father’s Day dis- 
plays. These posters are litho- 
graphed in four colors, mounted 
and easelled, size 15 by 20 in.; 
cost $1.00 and include two 10 
by 13 in. cards in four colors 
and one four-color streamer, 8 
by 21 in. Official Father’s Day 
stamps are also available at the 
rate of $100.00 for 25,000 from 
the same source. These may be 
used on packages, letters, in- 
voices, and other types of matter 
going out in advance of the 
event. 


U. S. CLASSIFICATION FOR 
LAMINATED PIN TUMBLER 
PADLOCKS 





STORES GET UNDER WAY 
FOR FATHER'S DAY 
To enable retailers to get the 
most out of Father’s Day, June 
16, the National Council for the 
Promotion of Father’s Day, Inc., 
9 E. 41st St., New York City, 
suggests a store-wide activity for | 
two weeks in June, ending on the | 
Saturday preceding Father’s Day. | 
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Official recognition of Jami- 





nated steel, pin tumbler padlock 
construction has been given by 
the Bureau of Standards in a new 
amendment to the Federal Stand- 
ard Stock Catalog approved by 
the Director of Procurement, ac- 
cording to information received 
by Master Lock Company, Mil- 
waukee, Wis. This new classifica- 





tion will be known as Type Ic. 








AND HERE'S WRY.... 


@ You can advertise one of the Shelby 
standard models at a competitive price, earn your 
full profit on the sale—yet give your customer a 
big bargain in honest Shelby quality. In your 
show window a de luxe model will prove a real 
drawing card because of its luxury styling, its new 
2-Tone finish, its many brilliant exclusive features. 
To help you pull traffic to your store, Shelby sup- 
plies a wealth of free advertising and merchandising 
helps . . . newspaper mats, display posters, catalogs, 
national advertising. Write today for catalog, prices 
and complete selling plan. 


BE THE FIRST DEALER IN YOUR COM- 
MUNITY TO DISPLAY SHELBY BICYCLES 
FINISHED IN "2-TONE COLOR HARMONIES" 


TODAY 


WRITE 
FOR YOUR COPY 





THE SHELBY CYCLE CO., SHELBY, OHIO 


Eastern Distributor: Jonas B. Oglaend, Inc., 12 Warren St., N. Y¥. C. 
Western Plant & Sales Office: 29th & Naomi Streets, Los Angeles, Cal. 
New York Show Room: 1107 Broadway 


Shelby 
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HERE’S WHY HARDWARE 
RETAILERS CAN MAKE 
“GOOD PROFIT” 





With 


























FULTONS 


.PLANIABBS. 


Odorless Plant i Tablets ’ 





‘ Gsvceneg “/ : “/ 4 
WHOLESALERS: RETAILERS: 
+ dad us for liberal new discounts. Ask your jobber about Plantabbs’ 


liberal new discounts. They enable 


enable you to make the retailer 
you to make ‘‘good profit.” 


é y i proposition 

















Popular sizes are shipped on beautiful Kodochrome counter easels 
(as shown here) making fine ''poi sale"* with Plantabbs 
wide-spread national advertising in ‘'Life,"" Be Homes and 
gapenee, Rueeteas Home, Hollands Magazine, Sunset and Christian 
cience Mon 


estate « crea .opeivesiling, ms item the United 
States and in 23 coun ardwore stores are cane an 
cepoetany § fine business with this %. in the 25c¢, 50c, $1.00 and 
NOTE: Do not confuse Plantabbs with + -y~ y+ ~4 lant foods 
and ‘‘shelf-warmers"’ that are trying to get a ide on the 


Vitamin B, rity wagon. Piantabbs are = ele and con- 
tinuously advertised. They ore a year ‘round seller. 


This long time proven plant food supplies all the essential food ele- 
ments necessary to -+ 4 plant and garden flower growth, = 
miracle-working Vitamin —_ effective, economical. 
odor, no mess, always fres! h ond potent 


Hardware jobbers and retailers are invited to write for our intro- 
pane -liberal profit proposition. 
Eastern Sales Representative 
O. C. Jeffords 
61 Broadway, New York 
West Coast Distributor 
H. J. Hoxby & Co. 

1715 North Mariposa Ave. 
Hollywood, Calif. 
Manufactured by: 

PLANTABBS CO. 
63 W. Biddle St., Baltimore, Md. 
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| HOLD UP BILL BARRING CONVICT 
GOODS FROM INTERSTATE COMMERCE 


(Washington Bureau 
of HARDWARE AGE) 

A measure to protect private 
business from the unfair com- 
petition of prison made goods 
has been reported favorably by 
the Senate Judiciary Committee 
and awaits action on the Senate 
calendar. In reporting favorably 
on the bill, the Senate Commit- 
tee said it had heard of no op- 
position but the House Judiciary 
Committee, after considering a 
companion bill, decided on April 
23 to table the measure. 

Designed to prohibit the trans- 
portation of convict-made goods 
in interstate commerce, the meas- 
ure has been approved by spokes- 
men for organized labor and was 
generally expected to pass this 
session. Failure of the House 
committee to report favorably has 
prompted reports that the early 
adjournment date of Congress 
this year may prevent passage. 
Under ordinary circumstances, 
the bill would stand an excellent 
chance of being given Congres- 
sional approval. 

Since the validity of the Ash- 
urst-Sumners Act was upheld by 
the United States Supreme Court, 
more than three-fourths of the 
states have passed laws designed 
to eliminate injurious competi- 
tion of prison made goods. How- 
ever, a few states have failed to 
such legislation and the 
trafic in the products of prison 
labor among or between these 
states, the Senate Judiciary Com- 
mittee reported, “has resulted in 
great loss both to free labor and 
free enterprise.” 

The decision of the House 
Committee to table the bill came 
after an adverse report had been 
written by Attorney General 
Robert H. Jackson, who said the 
bill “may prove detrimental to 
the best interests of some of the 
smaller states which are unable 
to absorb all of the products of 
their prisons.” 

The Justice Department report 
carried this summary of existing 
legislation on the subject and 
the scope of the pending bill: 

1. Under the Hawes-Cooper 
Act, passed in January, 1929, 
convict-made goods transported 
into any state were made sub- 
ject to the laws of the state just 
as though they were manufac- 
tured therein. Objective was to 
subject all prison-made goods 
whether made in or outside the 
state to the statute prohibiting 
the sale of convict-made goods. 

2. Under the Ashurst-Sumners 
Act passed in July, 1935, it was 
made a criminal offense, punish- 
able by a criminal penalty, for 
anyone to knowingly transport | 


enact 





prison-made goods from one state 
to another for the purpose of 
engaging in selling or other ac- 
tivities in violation of the laws 
of such state. 

3. The pending measure would 
tighten existing legislation by 
placing a ban on transportation 
in interstate or foreign com- 
merce of any convict-made goods 
Like the two existing statutes, 
the pending bill contains an ex. 
emption for commodities manu- 
factured in Federal penal insti- 
tutions for use by the Federal 
Government. 

Although Chairman Sumners 
sponsored the bill in the House, 
he now calls the proposal “un 
wise legislation.” As a result of 
the Justice Department report, 
he pointed out that some of the 
smaller states, by reason of their 
inability to equip themselves for 
employing all convicts, exchange 
prison-made commodities with 
other states similarly situated. 
The pending Sumners bill would 


prohibit that practice. Passage 
of the measure, Mr. Sumners 
said, would “probably irritate 


and do harm both to the prison- 
ers and to free labor.” 


NORGE ADVANCES 
H. H. WHITTINGHAM 


H. H. Whittingham has been 
promoted to the assistant general 
managership of Norge Division 
Borg-Warner Corp., Detroit, 
Mich. 

Mr. Whittingham has _ been 
identified with the automotive 
and accessory fields since 1919. 
When Howard E. Blood organ- 
ized Norge in 1927 Mr. Whitting- 
ham was made secretary. He 
since has held various executive 
positions with Norge, including 
that of assistant sales manager. 
Early last year he was made vice 
president in charge of engineer- 
ing. In his new capacity as vice- 
president and assistant general 
manager, he will supervise engi- 
neering, production and sales. 





H. H. WHITTINGHAM 


HARDWARE AGE 
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THE WASHBURN COMPANY 
TRANSFERS FIESER 


E. J. Fieser, formerly of the 
Chicago offices of The Washburn 
Rockford, Ill, and 


Worcester, Mass., has been as- 


Company, 





E. J. FIESER 


signed the territory in the south- 
east. The new territory includes 
Virginia, North Carolina, South 
Carolina, Georgia, Florida, Ten- 
nessee and Alabama. Mr. Fieser 
entered the house furnishing field 
shortly after receiving his univer- 
sity degree. In 1938 he became 
a representative of The Wash- 
burn Company, serving jobbers 
and dealers in Chicago, eastern 
Wisconsin and western Michigan. 


EX-CONSUL TELLS 
OF EXPERIENCES 


James H. Goodier, Esq., New 
York City, an attorney, ad- 
dressed the April 26 meeting of 
the Hardware Boosters, at the 
Circle Club, 1819 Broadway, New 
York City, and told of some of 
his experiences when he served 
as United States Consul in 
Tahiti, the Balearic Islands, and 
cities and towns in Spain, France 
and Canada. His assignment at 
Tahiti, which began in 1913, kept 
him on that island until the 
early months of the World War, 
during which time Papeete was 
shelled by enemy warships, which 
refrained from entering the har- 
bor because of the fear of mines. 
The meeting was presided over 
by Edwin W. Erickson, Ek Hard- 
ware Co., Inc., president of the 
Boosters. 

Instead of holding the May 
meeting the last Friday of the 
month the next one will be held 
Friday evening, May 24. 


HAMILTON IN SOUTHEAST 
FOR BURLINGTON BASKET 

The Burlington Basket Co., 
Burlington, Iowa, manufacturer 
of “Hawkeye” hampers, “Basken- 
ettes” and baskets, has appointed 


| tative in the southeastern terri- | 
| tory consisting of Florida, Geor- 
North 
Carolina and the lower half of 
Mr. Hamilton formerly 


or 
gia, South 


Carolina, 

Virginia. 
represented the West Bend Alu- 
| minum Co. 


'1OHN C. HOLSTEN RETIRES: 


WITH SARGENT 40 YEARS 


John C. Holsten of Sargent & 
| Co., 342-344 Broadway, New 
York City, is retiring from the 
| organization after an employment 
period of more than forty years. 


| In his early days he entered | 
| the employ of the company as | 
| assistant in the contract depart- | 


| ment, and in later years was 
transferred to the catalog and 
advertising divisions to assist in 


he has had charge of credits, and 


rial from the New York office. 


POT AND KETTLE NEWS 


Regular monthly golf tourna- 
ments are being held by the Los 
Angeles Pot and Kettle Club un- 
der the leadership of Golf Chair- 
man Weldin R. Read, California 
Hardware Co. Each session at- 
tracts a goodly number of mem- 
bers and -their friends to the 
course. A _ series of interesting 
planned subjects prepared for the 
Tuesday noon luncheons at the 


up the attendance. 


coming national convention of the 
Associated Pot and Kettle Clubs 
at Lake Crescent, Washington, in | 
June. 


NAT. SUPPLY ASSN. 
MOVES OFFICES | 
The National Supply Associa- | 
tion of America, Inc., has moved | 
its offices from 52 Chauncey St., | 
Boston, Mass., to 45 Milk St., | 
that city. The new address will 
also apply to the National Plumb- | 
ing & Heating Supply News. 





SEEKS LINES 
FOR CUBA 


Carlos M. Ayala Garcia, man- 
ufacturers’ agent, with offices in | 
the Casteleiro Bldg., 514, Ha- | 
vana, Cuba, and the Yorkshire | 
Bldg. 16, 17, 18, Santiago, Cuba., 
is interested in contacting man- 
ufacturers of iron, steel, heavy | 
hardware, glassware, enameled | 
iron cooking utensils, and other 
lines for representation in Cuba. 
As references Mr. Garcia offers | 
the National City Bank of New 
York, The Royal Bank of | 
Canada, The First National | 
Bank of Boston, and The Bank 


of Nova Scotia. 





| 





Edward S. Hamilton as represen- 
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the production of several of the | 
Sargent catalogs. In recent years, | 


the general purchasing of mate- 


Clark Hotel has tended to keep | 
Considerable | 
interest is being manifest in the | 








ABW Steel Goods 


A Complete Line of 
| Forks, Hoes & Rakes 


Here is aline of steel goods 
that has what it takes to 
produce repeat sales... 
which means consumer 
satisfaction. 


APPEARANCE — From the 
top of the handle to the 
business end of the blade, 
tines or teeth, every hoe, 
fork and rake is superbly 
finished. The Famous 
ABW Die pressed label, 
(it can’t come off, or be- 
come mutilated), carries 
an exceptional merchan- 
dising appeal. 


QUALITY—The special 
steel gives unusual 
strength and ability to 
resist wear. Steel is heat 
treated to insure hardness 
and toughness so neces- 
sary for maximum service. 
Handles are Northern 
Ash. A feature of the 
forks, is the new Ames 
Solid Shank Socket which 
gives an added strength 
at the bend. Socket and 
head are made as one unit, 
forged from bar steel. 


SERVICE—Because these 
tools are of the highest 
possible standard, as to 
materials and workman- 
ship, they give longer 
service. 


AMES KNOXALL OWL 


Ist 2nd 3rd 
Grade Grade Grade fJ 


Ask Your Jobber 





AMES ROUND BOW 
STEEL GARDEN 
+ RAKES * 


AMES GARDEN HOES AMES REGULAR FIVE TINE 


SOCKET PATTERN e MANURE FORKS 
(Bent Handle) 


@ ) ABW PRODUCTS 
~AMES Ny s LOA ot B. FORKS 
SPADES HOES 
Since ) SCOOPS 


RAKES 
4 1774 5 POST HOLE DIGGERS 


HANDLES 


AGRICULTURAI 


AMES BALDWIN WYOMING CO. 


PARKERSBURG, W. VA. NORTH EASTON, MASS. 












“PROFIT CLINIC” IS FEATURE 
OF JUNE STOVE CONVENTION 


The the 
Institute of Cooking and Heating 
Appliance Manufacturers, Wash- 


council of | 
ington, D. C., has planned a pro- | 
| 


executive 


gram featuring a “profit clinic” 
during its convention, June 13 
and 14, at the Netherland Plaza 
Hotel, Cincinnati, Ohio. This will 
be in the nature of a round table 
discussion, limited to top execu- 
tives of manufacturing | 
plants. This session will be un- 
der the chairmanship of Albert 
M. Kahn, vice-president of the 
Estate Stove Co., Hamilton, Ohio. 
No outside speakers will be pro- 
vided for that particular session 
to be held on June 14. An in- 
formal docket will be followed 
so that last-minute changes can 
be made to meet the wishes of 
those who attend. 

The subjects tentatively sched- 
uled for that meeting fall into 
the following classifications: com- 
mercial problems, including price 
trends and competitive practices; 
analysis of current statistics on 
trends of sales of various types 
of cooking and heating appli- 
ances, divided into fuel groups, 
namely, coal and wood, oil, man- 
ufactured and natural gas, bot- | 


stove 





tled gas, and electricity; develop- | 
ment of the new low-cost housing | 
market; analysis of methods of | 
compensating salesmen, and prod- | 
uct liability insurance. 
including, 


Costs, analysis of | 


ing results; methods of control- 


ling the cost of free replacements | 


of porcelain enamel parts, and 
study of reduction of commercial 
costs; 

Manufacturing, including, clos- 
er control of production and 
inventories; modernization of 
equipment particularly in sheet 
metal and assembly departments, 
and the proper relationship be- 
tween productive and non-produc- 
tive labor. 

The semi-annual meeting of the 
oil division will be held Thurs- 
day, June 13, and will be under 
the chairmanship of T. M. Sour- 
beck, manager of the Lorain 
Division, American Stove Co. 
This meeting will be planned in 
two sessions, each to be opened 
by a half-hour address by an ovut- 
side speaker. The afternoon ses- 
will be opened by an 
address, “Trade Regulation as 
Applied to the Stove Industry,” 
by George P. Lamb. Other topics 
of the oil division meeting will 
include: 

The proposed publicity cam- 


sion 


paign for 1940-1941; program for | 


popularizing the use of the In- 
stitute’s rating seal; report of the 
United Laboratories; review of 
competitive trade practices; pol- 


icy in regard to handling repair | 
| part orders. 


The general session of the con- 


, vention on Friday morning, June 


14, will be opened by an address 
by the president of the Institute, 


| > > “heate ice-preside 
cost ratios based on 1939 operat- | Alden P. Chester, vice-president 


| of the Globe American Corp.. 
Kokomo, Ind. The keynote ad- 
dress will be made by Dr. 


William Compton, economist and 
trade association executive. His 
subject will be “Business Oppor- 
tunities in the Low-Cost Housing 
Field.” These two addresses will 
be followed by a business session 
lasting only a half-hour so that 
at least half of the morning 
meeting and a complete after- 
noon session can be devoted to 
the clinic. 

While no formal meeting plans 
have as yet been announced, it 
is probable that a meeting of 
the kerosene stove division will 
also be held in connection with 
the June convention. Present 
plans for this division call for 
monthly meetings. 

The convention 
close with an informal dinner on 
Friday evening. The dinner pro- 


sessions will 


| gram will be devoted exclusively 


| to entertainment 


The 


dinner 


features. 
general and the 
meeting will be open to visitors 


session 


| but the afternoon round table dis- 


cussions will be limited to official 
delegates of stove companies. 
Admission cards may be secured 
from the office of the Institute of 
Cooking and Heating Appliance 
Manufacturers, Shoreham Hotel, 
Washington, D. C., or at the con- 
vention registration desk. 








As 300,000 men took to the pine forests of the deep South to start the harvesting of the gum 
of the living pine tree which is distilled into turpentine and rosin, the American Turpentine 
Farmers Association, Valdosta, Ga., held its annual meeting and festival at Valdosta. Above, 
Judge Harley Langdale, president of the association, is presenting the official package adopted 
by the association for canned gum turpentine to Miss Mary Newton of Cogdell, Ga., who was 
chosen “Miss Spirits of Turpentine for 1940.” The picture was taken shortly after “cutting the 
virgin tree,” an annual ceremony extending back a 100 years or more, which officially starts the 


new harvest season. 
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NORTH COAST HARDWARE 
ASSN. REORGANIZES 
Reorganization of the North 
Coast Hardware & Implement As- 
sociation has begun with the ap- 
pointment of Donald D. Stewart 





STEWART 


D. D. 


as executive secretary. Mr. 
Stewart has served as manager o/ 
the Seattle Retail Hardware As- 
sociation for the past three years. 
The Seattle group will serve as a 
nucleus in an organization drive 
for the North Coast group, which 


embraces Oregon and _ western 
Washington retail stores. Mr. 
Stewart will be assisted by 


Joseph D. Burke. The association 





headquarters will be at 715 
American Bank Bldg., Seattle, 
Wash. 


Mr. Stewart is a former assis- 
tant executive secretary and head 
of the retail trade bureau of the 
Seattle Chamber of Commerce. 
| At present he is manager of the 
| Organization Service Bureau of 
| Washington, which handles the 
affairs of 15 different trade 
groups. He is secretary of the 
| Seattle Kiwanis Club. 
| 





| ATKINS RESEARCH HEAD 
RECEIVES PIONEER AWARD 


In recognition of his im- 
portant achievements in the 
field of industrial research and 
invention, William R. Chapin, 
manager of research for E. C. 
Atkins and Company, Indian- 
apolis, Ind., was recently pre 
sented the “Modern Pioneer 
Award.” This honor was ac- 
corded Mr. Chapin for his pat 
ents in the field of metal cement. 
Among the patents are several 
covering processes which make it 
possible to cement high speed 
tool steel to lower grade steels 

a highly important factor in 
the manufacture of saws and 
machine knives of great efficiency 
at moderate production cost. 
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NSTAL anne PAINT MIXER 





F.O.B. Detroit 


Patent Applied F For 


{ HORST ST UNIVERSAL SALES C0. 






Approved by 
D scaling Paint Manufacturers 
- 


Sell Paint Well Mixed. 


Keep More Business 
Coming Your Way. 


& 
ASK YOUR JOBBER 
Or Paint Manufacturer 
Write For Literature Today 


13630 Elmira Ave., 
Detroit, Michigan 
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CAN OPENER 
COMBINATION 





m OPE 
tins a.act 





Order No. 160-B.C. Vaughan’s Improved CAN OPENER 


COMBINATION ... BOTTLE OPENER... CORK SCREW 





... AND A NEW OPENER FOR ALL CANNED LIQUIDS! 
The only complete Can Opener Combination on the market, 
at a popular price. Packed on individual display cards. One | 
dozen to the box. A fine seller. Send for prices. 


Vaughan's 


SAFETY ROLL JR. 
CAN OPENER 


No. 170-W. The only can opener | 
that cuts the top out of | 
SQUARE, round, or oval cans | 
and leaves a safety rolled edge. | 
Best seller. More than fifty mil- | 
lion sold. Individually packed on 
three-color display card. Two 
dozen to the box. Order now. 


VAUGHAN NOVELTY MFG. CO. INC. 
3211-25 CARROLL AVE. CHICAGO, ILL. 
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| Thia Jacuzzi Pressure 











NATIONAL ADVERTISING 


FOR JACUZZ/ PUMPS /5 
BUILDING A PROFITABLE 








National and regional adver- 
tising for Jacuzzi Pumps is di- 
recting more and more pump 
purchasers to the doors of our 
dealers. 

The Jacuzzi Pump and Pres- 
sure Water System line is 
COMPLETE ... it gives you 
something to sell for every 
power pumping requirement. 
It is SUPERIOR merchandise 

. profitable to handle . . 

and every sale you make will 
develop new prospects. 





Water System Demon 
strator is the most effec 
tive sales aid you have 
ever seen. Full informa 
tion on the Demonstrator 
and on dealer franchises 
will be sent on request. 


THE 


JACUZZI), os 
vacuzz1) INJECTOR 


BERKELEY, CALIF. 














Seeds Make More Sales Blossom 
in This Hardware Store 








the trick in a very simple way 


= since J. F. 


Henson started in the hardware 
business in Taylorville, Ill., 48 
years ago, he has been sold on the 
idea that aside from an exclusive 
seed store, the most logical outlet 
for the sale of seeds is the hard 
ware store. Accordingly, Mr. Hen- 
son has been stocking, pushing and 
selling seeds ever since he opened 
up and has never regretted doing 
so. In fact, the systematic follow- 
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J. F. Henson & Son, Taylorville, 
Ill., are profitably performing 


ing of this policy has enabled him 
to form a lot of valuable contacts, 
win added sales, build prestige and 
ring up increasing profits. 

This year should prove no ex- 
ception. The firm is reaching out 
for business as aggressively as 
ever, if not more so, in view of 
existing conditions. Since the sell- 
ing of seeds and related items, 
form a very sizable proportion of 
the store’s volume, nothing is be- 


Seeds in color- 
ful containers 
with each bear- 
ing a card that 
describes the 
contents make a 
very effective 
window display. 


ing left undone to successfully 
move such merchandise. 

One does not find a pessimistic 
atmosphere at the Henson estab- 
lishment which is located on the 
public square in a city of about 
7400 population. The many fine 
farms in the countryside, the sev- 
eral villages and small towns in the 
territory, all serve to make for a 
still greater field from which to 
pull trade. 
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As‘this is written, the window 
on the left hand side as one enters 
the store is given over to seeds, 
and is of such a nature as to form 
a fitting tie-up with the seeds dis- 
played within the store. It is not 
an elaborately trimmed window. 
No “stunts” of any kind have been 
brought into play to cause the 
passerby to stop, look and listen. 
It is just an attractive and orderly 
arranged presentation of seeds in 
colorful glass containers with de- 
scriptive cards affixed—a display 
that most any hardware merchant 
who handles seeds could create in 
short order and at low cost. 


Related Lines 


The window opposite, carrying 
as it does, an effective showing of 
related goods, does its bit toward 
driving home the fact that at the 
Henson store, one may find a com- 
plete line of gardening equipment, 
seeds, bulbs, fertilizer, insecticides, 
grass seed and other items neces- 
sary to successfully raise vegetables 
and grow beautiful flowers and 
shrubs. 


The store does not go in for ex- 
tensive advertising about the seeds 
carried. The show windows of the 
store are relied upon for the most 
part, to make known that seeds 








MAY 16, 1940 


are carried in ample varieties and 
quantities. Heretofore the win- 


dows have done a bang-up job of 


utting across such a message. 
5 =) 


The Seed Department 


Up front, and as close to the 
windows as it is possible to get, is 
the seed department proper. Dis- 
played in 40 new galvanized pails 
of three-gallin capacity each, are 
various varieties of seed such as 
are in greatest demand. Each pail 
is about three-quarters full. The 
significance of this is that prospec- 
tive buyers like to examine the 
seed and run them through their 
fingers. If the pails are too full 
the contents spill out in handling. 

Each exhibit carries a descrip- 
tive card attached to the container, 
and so worded as to set the pro- 
spective buyer right. Farmers and 
home gardeners like to know the 
length of time to maturity. 

The galvanized pails are set in 
orderly array on a long waist high 
counter. On the other side of it 
is the scales, wrapping counter, 
paper bags and such supplies. On 
shelves adjacent to the display 
counter are 75-quart size glass jars 
with brass colored screw tops, each 
having a pouring spout in the cen- 
ter of the cover. 

These containers hold as many 



































SEND UR Co 
FENCE AND METAL 
SPECIALTIES 

* e Yd 


id 
* 


Are you well informed when your customers 
inquire about fence and metal specialties, or 
do you pass up the inquiry? Many dealers 
have equipped themselves with Stewart liter- 
ature to serve their customers better and at 
the same time earn a neat profit by knowing 
where and how to purchase these specialties. 
Let us tell you more about this plan. You 
make no investment. nor are you required to 
stock any merchandise. 





~~ 








Stewart Chain Link Wire Fence and Entrance 
Gates for residential or industrial property are 
manufactured in many types and heights, from 







































































low lawn fence to the high fence with barbed wire 
overhang arrangement. 
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Stewart Ornamental Iron Fence and Entrance 


Gates are available in a wide variety of designs 
and types to meet all requirements, from the 
modest cottage to the largest estate. 


Stewart Iron and 
Wire Specialties cov- 
er a wide range. 
There are Wire and 
Iron Window Guards, 
Wire Partitions, Slid- 
ing and Folding 
Gates, Settees, Steel 
Folding Chairs, Orna- 
mental Iron Bracket 
and Pier Lanterns, 











Bronze Plaques, 
Interior and Ex- 














terior Railings, In- / 
terior Gates and , 
Grilles, Tree | 
Guards, Flag | 
Poles, and scores ,/“~ 





of other products. 














A brush for every purpose is the story told in this attractive win- 
dow display in Babcock, Hines & Underwood, Binghamton, N. Y. A 
small card identifies each brush and describes its use. Joseph 
B. Kozak, display manager for the store, installed this window. 


Investigate today. Send for literature and 
complete details. Others have increased their 
earnings—so can you. The Stewart Plan 
costs you nothing. All you invest is your 
time. Your inquiry places you under no 
obligation. When writing please mention 
products in which you are interested. 












THE STEWART IRON WORKS CO., INC. 
737 Stewart Block, Cincinnati, Ohio 




























Braud NEW..A; 
DAZEY 2 Live CAN OPENER 





GUARANTEED 
5 YEARS — 


IT SWINGS! 





varieties of vegetable seeds, each 
plainly priced and described. The 
country’s leading suppliers of 
flower and vegetable seed in pack- 
ets have provided the store with 
various types of display racks, 
signs, display cards, printed litera- 
ture and other selling aids, all of 
which the store is using to the best 
advantage. All suppliers are get- 
ting an equal break. 

“We stock nationally known and 
consistently advertised lines with 
quick turnover, and do not believe 
in putting all our eggs in one 
basket,” states L. O. Henson. “This 
accounts for our having several 
different suppliers represented in 
our stock of seed. Also we always 
have a complete stock of all the 
lines handled. 

“Experience has taught us that 
some folks have purchased a cer- 
tain brand of seed for years. 
Other folks prefer the product of 
still another house, and so on down 
the line. We get them going and 
coming when carrying the lines 
most demanded.” 

Grass shears, garden spades, 
hollow back shovels, three-piece 


garden tool sets, rubber hose and 
other garden equipment are dis- 
played nearby, and at other points 
in the large, well-lighted store. 
Many sales can be chalked up to 
the fact that these items are right 
out in the open, and can be seen 
when folks are considering the 
purchase seeds. 


Grass Seed Sales 


From Jan. 1 to the middle of 
July, the hardware firm has been 
selling of late years, 20 bags of 
grass seed, each bag weighing 112 
pounds. Considering that there are 
several other stores in the city also 
selling grass seed, the amount be- 
ing sold by the Henson store is 
very creditable for a town the size 
of Taylorville. 

In the basement of the store is 
a large wooden box that holds 
watermelon and canteloupe seed. 
A considerable amount of such 
seed is sold yearly by the firm. 
Surplus stocks of seed and grass 
seed that rats and mice are fond of, 
are kept in a large, closely wired 
box in the same basement. 












Made Under the Exclusive 
Dazey Patents 


Inayingly \MPROVED 










A REAL 
Sensation 
EVERYWHERE 


Many a dealer told us 
our former De Luxe 
model couldn’t be im- 
proved. Now they’re 
saying the new one is as 
far ahead of the old as 
that one was ahead of all 
before it. It should be 
and it is! It’s an entirely 
new device that is better 
on every count—cuts 
even faster—smoother— 
is worlds better looking 
and has the added con- 
venience of “SWING” 


pictured on the left. So, no wonder it’s a coast-to- 


ri coast selling sensation. It’s the one can opener 
ite you can promote to the skies and never fail to be 
royally repaid. Your jobber now has ample stocks 


*. e 


—order today. TWO MODELS: Regular, $1.79; 
ne” chrome, $2.79. (6c higher west of Rockies.) 


-_ 
Gs To —— s\DE DAZEY CHURN & MANUFACTURING COMPANY 


OUT OF WAY 


Dept. E-15, Warne & Carter Aves., St. Louis, Mo. 


“It is just as my father contends 
—the hardware store is a logical 
outlet for the sale of seed, and 
seed lines are ‘naturals’ in our bus- 
iness,” affirms Mr. Henson. “By 
selling seed we can give a greater 
and more varied line of service to 
folks in this vicinity. 

“For the most part, seeds sell 
themselves, but we are fully aware 
that sales can be boosted to quite 
an extent by taking this type of 
product and displaying it promi- 
nently in our show windows, and 
in a special department in the 
store. As a result of showing 
seeds, talking about seeds, han- 
dling only the best brands, and 
taking a keen interest in the cus- 
tomer and that customer’s prob- 
lems, we have no kick coming on 
our seed sales and related items. 

“From 25 to 30 per cent of our 
yearly sales arise as a result of 
selling seed, and this is quite an 
item in these strenuous days when 
even the dime stores sell seeds 
along with drug stores and what 
not.” 


Welcome to Canada! 


Epitor, HARDWARE AGE: 


The writer has been advised that 
certain rumors, which are certainly 
not founded on any grain of truth 
or fact, are being circulated among 
the automotive trade in the United 
States. 

The first rumor has it that it is 
difficult to gain admission to Can- 
ada. The second that tourists’ au- 
tomobiles are subject to confiscation 
in Canada, and third, tourist money 
is subject to confiscation. Fourth, 
that men of military age are liable 
to be shanghaied. 

Rumors of this kind are absolutely 
ridiculous and we are wondering if 
you, in your next issue, would men- 
tion the denial of these rumors as 
absolutely groundless. It might be 
advisable, if your readers feel so 
disposed, to place a bulletin on the 
employees’ bulletin board in their 
various organizations to correct these 
rumors. 

We in Canada, this year, are do- 
ing all we can to have American 
tourists visit our country and propa- 
ganda of this kind is extremely det- 
rimental. 

—F. J. Jackson, President, 

Canadian Automotive Wholesalers 
Association, Ottawa, Ontario, Can. 
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HAT an ordinary sale of goods 

may become involved in complex 
legal situations was shown in a re- 
cent Pennsylvania case. There the 
purchaser tendered a check marked 
“in full settlement for account to 
date.” This check was actually $116 
less than the amount of the invoice. 
The deduction was alleged to be for 
certain goods which the purchaser 
claimed to have returned for credit. 
The seller declined to allow such 
credit. 

Despite the notation on the check, 
the seller accepted it as a payment 
on account and so notified the buyer. 
Thereafter the seller sued the buyer 
for the unpaid amount of $116. 

The buyer’s defense was that the 
acceptance of the check marked as 
it was constituted a legally binding 
“accord and satisfaction.” in settle- 
ment of a dispute between the 
parties. This dispute, of course, was 
over the credit claim for the returned 
merchandise. 

“Unless there exists a genuine con- 
troversy concerning the amount due,” 
said the Court, “mere payment by 
one party of a sum less than the 
whole of the claim and its accept- 
ance by the other do not erect a 
foundation for such a settlement as 
may be deemed an accord and satis- 
faction.” 

The goods returned for credit in 
this particular case had been held by 
the buyer for about two months, and 
they were seasonable goods. The re- 
turn of this merchandise after such a 
delay for alleged defects was not sus- 
tained by the Court, and the attempt 
to claim credit for the goods was 
considered not to be an honest con- 
troversy about the amount due. Com- 
menting on this phase of the case the 
Court continued: 

“The acceptance of goods by a 
buyer will be presumed after their 
receipt and lapse of a reasonable 
time for examination. If he exercises 
his right to reject them, he must do 
so not only promptly but unequivo- 
cally. The retention of the goods in 
this case for an unreasonable time 
after their receipt barred the buyer 
from claiming that a bona-fide dis- 
pute existed resnecting payment 

therefor. The seller was clearly with- 
in his legal rights in accepting and 
cashing the check. The acceptance 
of the check did not bar the right to 
recover the balance of the account.” 
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Must Pay In Full | 


Known the world over for their 
quality construction, efficient opera- 
tion and long life. 


The most complete line of fans in the 
industry—a type for every purpose. 


Styled to the times, and ahead of 
them. 


| | G-E FANS | 


| Priced right—each fan represents a 
real “buy” in its price bracket. 


Backed by strong promotion—dis- 
plays, folders, catalogs and factory- 
paid local newspaper advertising. 

| 

| |_G-E FANS | 
Warranted under a liberal service 
policy—immediate, over-the-counter, 
replacement during the warranty 
period. 


| | _G-E FANS _ 
| 

Offer a real profit opportunity— 
General Electric delivers more cus- 


tomers to dealers than any other 
electrical manufacturer. 











Fan Sales Section, Appliance and 
Merchandise Dept., General Elec 
tric Company, Bridgeport Conn 


i 
GENERAL 
ELECTRIC 





= Va 





SELL 


They'll ask for 
G-E FANS 







GENERAL 
ELECTRIC 






Sell them what they want 





See your G-E Distributor 





for full details, or mail 


this coupon today! 


Fan Sales Section 
General Electric Company 
Bridgeport, Conn. 


Please give me full details of 







The G-E Fan Line for 1940. 
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Retail Training 

Business men of Schenectady, 
N. Y., annually stage a Retail Mer- 
chandising Institute, which is open 
to all salespeople in any kind of 


Cs 
Se 


IT WORK TWO WAYS - DRAWS TRAFFIC -WIDENS AREA 





business. Methods of selling to 
city and farm customers are taken 
up in detail, and considerable 
stress is put on the fact that the 
farther the trading area of the 
city can be extended, the more 
rural business will be brought in, 
and the greater will be the sales 
and profits of merchants. 


* * * 


Sycamore, III. 


In trying to build up business 
within their home area, business 
men of this small city, including 
hardware men, have circulated a 
statement attributed to an Ohio 
minister, as follows: “Ever hear 
a retailer beef about the way in 
which home folks go elsewhere to 
trade? Then you'll be interested 
in the following statement: ‘If 
merchants themselves would lead 
a 90-day loyalty campaign by each 











TRADE TRAFFIC BUILDERS 


COMMUNITY PROMOTION IDEAS THAT 
IMPROVE RETAIL HARDWARE SALES 


signing a pledge that neither they 
nor their families would purchase 
anything outside the home town 
or area that could be purchased 
locally during that period, under 
penalty of either contributing the 
amount of the purchase to the 
community chest or taking a pub- 
lic ducking in the gold fish pond. 
we predict that local business 
would boom as it never boomed 


;99 


before! 
* * * 


Farmers Entertain 

Who says that a well planned 
program of rural-urban relations 
doesn’t pay? Merchants in Bell 
Plaine, Iowa, for years have been 
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< Ss 
WELCOME . 
OUR MERCHANT. 


entertaining farmers and _ thei: 
families at annual dinners, but 
last year the farmers insisted on 
doing the entertaining and they 
gave a big annual dinner for local 
business men. The affair was 
highly successful. 
- 


A Full Night 


Business men at Alta, lowa, 
when they entertain farmers and 
their wives with a big annual din- 
ner, do the thing up right; they 
first give them a dinner, and then 
take them to a local theatre, the 
party breaking up about midnight. 
Attendance prizes are also 
awarded. 












Community Program 
Northwood, Iowa, merchants 
stage a comunity program which 
is quite different in that almost 
everybody attending participates 








in it. In the first place each busi- 
ness man pledges himself to go 
into certain rural districts (all 
zoned) and invite from 20 to 50 
farmers to attend. At the affair 
itself, there is community singing 
as well as singing by the Farm 
Bureau Women’s Chorus, talks by 
agricultural experts, free meals 
for farmers and the like. 


* * * 
Bargain Days 

Yazoo City, Miss., retailers 
stage annual bargain days which 
last for three days, and cover the 
entire surrounding territory with 
advertising literature on bargains 
offered at various stores. These 
bargain days have worked so well 
that people in increasing numbers 
come in and buy. The cost to mer- 
chants is less than $500. 


BARGE 
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Heres a profitable line of screwdriv- 
ers you can sell with every assurance that 
| customers are getting as fine a product as 
| money can buy. Backed by a name in 
hardware that immediately establishes 
confidence, Union Hardware “Champions” 
have an enviable service record that goes 
back more than half a century. “Cham- 
pions” are made for the hardest work-— 
jobs where they can prove their rugged, 
reliable construction under difficult con- 
ditions. Every blade is tested to split a 
screw head, is forged from the toughest 
steel and tempered with great care. A 
special feature positively prevents the 
blade from turning or working loose in 
| the handle. 


“Champions” are offered in five styles— 
| Regular, Cabinet, Electrician, Machinist 
and Special—in a range of sizes from 114” 
| to 30” blade length. Let your jobber sup- 
ply you with “Champions”—the screw- 
| driver you can depend on to sell and give 
years of service. 














This shows the unique construc- 
tion employed in “Champions” 
which always means a firm bond 
between blade and handle. Blade 
is shrunk into a solid malleable 
bolster which rests in a heavy 
ferrule, while tang (which forms 
part of the bolster) enters and 
passes nearly through handle. 











HARDWARE COMPANY 
BAER OD 


REC.U.S.PAT. OF F ESTABLISHED 1854 


TORRINGTON, CONN. 


NEW YORK OFFICE ISI CHAMBERS STREET 











American Toy Fair Stresses 
Character-Building Playthings 


(Continued from page 30) 


will pay their way on an all-year 
display. . . . We expect and have 
planned for a much larger toy busi- 
ness in 1940 than we did last year.” 
From a Canadian concern, The 
Sarnia Hardware Co., Sarnia, Ont., 
Canada, H. A. Couse, manager, 
comes the word that that company 
thinks “The prospects for 1940 are 
a little better than last year. We 
have bought a little heavier this year 
anticipating better business, and feel 
that we will not be disappointed.” 


Expect Good Volume 


In its two stores Moore Hardware 
Co., Washington, D. C., has been 
building a fairly good toy volume by 
featuring as complete lines as it can 
get at Christmas time and featuring 
wheel goods the year ’round. “We 
are anticipating a successful Christ- 
mas business for 1940 and believe 
that the bulk of the wheel goods 
business will be in the medium 
priced lines,” said C. I. Kennedy, 
manager. “We find that in merchan- 
dising velocipedes it is necessary to 
have three price ranges and by con- 
centrating our purchases as much as 
possible with one source we are able 
to obtain a low enough price to meet 
department store prices and most 
chain store prices, except of course 
the ‘loss leader’ items. On small 
toys we try to concentrate on 25- 
cent, 50-cent and $1.00 numbers of 
the new toys and of course some of 
the old standbys, but have the prices 
as low as any competition on this 
line of merchandise.” 

H. G. May, of Vonnegut Hard- 
ware Co., Indianapolis, Ind., oper- 
ating several hardware  depart- 
ment stores, says, “Unquestion- 
ably this will be one of the best 
years the hardware trade has ever 
had to feature toys, as there will be 
less foreign toys on the market, and 
imported toys were not as readily 
available to the hardware merchant 
as they were to the large buyers. ... 
I don’t believe there has ever been 
a year when our manufacturers have 
been as aggressive in making im- 
provements in their lines, and pack- 
aging them so they will be attractive 
and (thus) giving them added sales 
appeal.” 


72 


Following a visit to the Toy Fair, 
G. F. Jackson, Jackson’s Hardware 
Store, Newark, Del., said, “I believe 
the hardware stores in this country 
that sell toys will have a banner 


Among the new items shown by 
Daisy Mfg. Co., Plymouth, Mich., 
was the 1000-shot repeater Red 
Ryder carbine, with authentic, car- 
bine-type cocking lever, adjust- 
able, double-notch rear sight. This 
gun lists at $2.95 and was designed 
with the help of Fred Harman, 
cowboy-artist, who draws and 
writes the Red Ryder comic strip. 
The company also showed the No. 
66 Target Buster Shooting Gal- 
lery, listing at $1, including shoot- 
ing gallery, 30 “Bustible” targets 
and 10 cork balls. The Squirt-O- 
Matic combination water and noise 
pistol, listing at 25 cents, makes a 
loud bang every time the auto- 
matic trigger is pulled. 


year in this field, with so many new 
toys and improvements in other toys. 
I notice the wholesale trade was 
placing large orders. This store al- 
ways did handle toys in a large way 
for resale purposes and this year 
we have already considered as being 
the best toy year we have had since 
1929. .. . We find that novelties and 
special goods are very profitable for 
us and fit well in our store with toys. 
We are looking forward to the best 
year we ever enjoyed in these items.” 

Charles L. Sommers, G. Sommers 
& Co., St. Paul, Minn., said, “The 
one positive and optimistic element 
in forecasting toy trade for 1940 in 
this section is that merchants gen- 
erally had pretty close to a sell-out 


on this class of merchandise last 
year. Other than this, no real fore- 
cast can be made, the volume de- 
pending entirely upon crop condi- 
tions, weather conditions—the big 
factor up here—and general agri- 
cultural conditions of the Northwest. 
We had five buyers in the market 
during the New York Toy Fair. All 
were rather pleased with the lines 
and prices shown, the only criticism 
being that very little either new or 
startling was shown.” 


1940 Looks Good 


C. Brandtner of the Hall Hard- 
ware Co., Minneapolis, Minn., said, 
“We are looking forward to one of 
the best years, as far as toy sales 
are concerned, during 1940. Most of 
our customers have had an unusual 
sale in 1939 which means that their 
stock of toys is practically cleaned 
up and they will have to order an 
entirely new stock thig year. With 
the outlook of business conditions 
being a whole lot better this year, 
it can’t help but reflect on the sale 
of toys at Christmas time.” 

“We showed a considerable in- 
crease in our toy department last 
year and we look forward and see 
no reason why we cannot do the 
same in 1940,” said W. J. Buckley. 
Albany Hardware & Iron Co., Al- 
bany, N. Y. “American toys are 
constantly improving and are su- 
perior to anything that has ever 
been offered in the way of imported 
toys. In fact I am amazed that so 


Tr. 








Illustrated above are the Flexible Flyer-Splitkein Skis, made by S. L. Al- 
len & Co., Inc., Philadelphia, Pa., and a cross section showing the lami- 
nated construction of these skis, which are made of hickory, light weight 
semi-hard wood and of light weight, flexible, warp-resistant wood, all 
pressed together with special waterproof glue. The maker states that the 
strength, flexibility and non-warping qualities of these skis are due to 
patented construction of combined horizontal and vertical laminations. 
Slalom and touring skis are made in six lengths, racing skis in four 
lengths and jumping skis in two lengths. 
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much value can be given for the 
money in many instances. They are 
attractively finished and, in me- 
chanical toys, it is amazing what the 
ingenuity of manufacturers has de- 
vised. We feel that this coming fall 
will at least be the equal of last 
year and we certainly are hoping 
for an improvement.” 

Prospects for 1940 are favorable 
in the opinion of R. A. Slater, man- 
ager, toy department, Butler Bros., 
Chicago, Ill., who said, “Present in- 
dications are, that 1940 will be an 
exceptionally good toy year. Unless 
some unforeseen condition arises to 
disturb the present economic situa- 
tion, which seems to be more sound 
than for the past few years, the 
volume should increase substan- 
tially. . . . Those stores that recog- 
nized the trend toward toy sales the 
year ‘round and are keeping their 
stocks fresh with seasonal toys, 
are showing definite improvement in 
volume. The creation of more inter- 
esting toys, educational toys, toys of 
skill and toys that appeal to adults 
as well as children, should bring an 
increased demand. A careful selec- 
tion of a well balanced line plus a 
well organized plan of selling will 
undoubtedly result in an increased 
volume.” 

D. C. Scully, vice-president and 
secretary, Joseph Woodwell Co., 
Pittsburgh, Pa., believes that this 
year will be a better toy year than 
1939. He uges the retailer to place 
his orders early and large enough to 
take care of the generally expected 
good season or the jobber, manu- 
facturer and the public will again be 


put on the spot as in 1938 and 1939. 

J. J. Leonard, president and gen- 
eral manager, Hutchinson Hardware 
Co., Inc., Lynn, Mass., stated, “We 
can obtain American made toys of 
better finish and workmanship than 
we have been previously forced to 
obtain from foreign countries. There 
seemed to be more toys than usual 
and I feel that we can look forward 
to a very prosperous holiday sea- 
son.” 

Optimism as to sales of toys and 
allied lines in Canada was expressed 
by H. Whittaker, toy buyer, Aiken- 
head Hardware, Ltd., Toronto, Can- 
ada, who said, “The present war in 
which we are engaged has increased 
employment substantially in Can- 
ada, and we feel that with this in- 
creased circulation of money, toys 
will sell much more satisfactorily 
during 1940 than during the past few 
years. Wheel goods and roller skates 
are selling in better volume than 
they have in past years, and during 
the coming fall and Christmas sea- 
son we anticipate a large increase 
in war toys and also in higher priced 
toys such as electric trains .. . and 
heavy metal toys.” 

According to A. A. Parker, vice- 
president, Waite Hardware Co., 
Waite Hardware Co., Worcester, 
Mass., “We can reasonably expect a 
brisk demand for toys during the 
1940 Christmas season. Sales in 
1939, however, were so satisfactory 
we hardly expect to better our 
record this year. We do look for- 
ward to a volume practically equal 
and are purchasing on this basis.” 


Stieniie B 


(Continued from page 25) 


seem to be more satisfactory to 
apply Vitamin B, solution by 
itself. 

As stated before, there are many 
controversial points which may be 
brought up, but be that as it may, 
the important thing is that the re- 
tail hardware merchant has an op- 
portunity to capitalize on a new 
product which has been widely 
publicized as an aid to amateur 
gardeners. It has not as yet been 
proved effective on a commercial 
basis but amateur gardeners will 
get a lot of fun and also definite 
results out of its use. The hard- 
ware merchant should capitalize 
on this market but to do so he 
should know the facts. Vitamin B;, 
cannot produce miracles; it must 
be used steadily and consistently 


1940 
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in accordance with scientific direc- 
tions. There is bound to be a tre- 
mendous volume sold of this prod- 
uct provided the retail merchant 
is offered an attractive package 
backed by a sound merchandising 
program. 

This research has been carried 
on in contact with technicians in 
Yale University laboratories and 
a sound merchandising setup for 
this new line has been worked out, 
which includes 25-cent, 50-cent 
and $1.00 dropper bottle pack- 
ages of Vitamin B, in solution, 
and for commercial purposes 
there will be offered Vitamin B, in 
crystal form. Any further infor- 
mation will be furnished by writ- 
ing the Research Laboratories, 
P. O. Box 1840, New Haven, Conn. 











PRIME 


takes to the air 


with radio advertising 
to help you cash in NOW! 


Electric Fence 
fereyitaaelii-ys 





Telling your farm customers 
to see you about this famous 
safe, trouble-free equipment 


Here’s the schedule: 


Minnesota - Wisconsin — WODGY, 
Minneapolis 
Mon. through Sat.—12:24 P.M. 


lowa-Minnesota—WHO, Des Moines 
Wed. & Fri.—6-6:15 A.M. 
IMinois-Wisconsin-Indiana — WLS. 
Chicago 
Mon., Wed. & Fri.—11:45 A.M. 


Ohio—WHKC, Columbus 
Mon., Wed. & Fri.—12:29 P 


Michigan Ohio—WIJR, Detroit 
. & Thor.—6:15-6:30 A.M. 


Pennsylvania-Ohio — KDKA, Pitts- 


burgh 
Mon. through Sat.—6:30-7:15 A.M. 


Pennsylvania-Maryland-New Jersey— 
KYW, Philadelphia 
through Sat.—6:30-7 A.M. 
Pn York- New England — WGY, 
Schenectady 
» Wed. & Fri.—6:45-7 A.M. 


Carolinas-Virginia—WBT. Charlotte 
Mon. & Thur.—12:45-12:55 P.M. 


Tune in on the added sales 
and profits this advertising 
produces . . . Write or wire 
now for profitable dealer 
proposition. Or see your 
jobber. 











fe) models 


Battery or 5 
995 and up 


The Prime 
Mfg. Co. 


1669 South First St. 
Milwaukee, Wis. 



















HANSO 
VIKING, JR. 


HE NEW Hanson Viking 

Junior is sweeping the 
country. You will be amazed 
at the way this new handy 
scale will sell. Put this dis- 
play carton on your counter 
and watch them go 


Retail at 29c 


Housewives, Mechanics, Fish- 
ermen, etc., need this scale. 
Order this dis- 
lay carton of 
2 scales from 
your Jobber 
today. Packed 
6 cartons to 
case. 






MODEL Size overall: 


_3 —— 
25 tbs. by ‘/2 Ib. 
m HANSON SCALE CoO. 


525N.AdaSt. Chicago, U.S.A. 


ANOTHER VIKING JUNIOR - MODEL 8905 


7%" high 1%" wide overall. Capacity 50 
ib. graduated by I-lb. Retail at 49c. 


RANSON SCALES 


BATHROOM e KITCHEN 
NURSERY. e¢ DIET # POSTAL 








The 
WONDER 
TOOL 
that 
SELLS 
ITSELF 





Our national advertising sends you new 
buyers for Handee, who become year- 
around regulars for accessories. 
Be sure to have this attractive Demonstra- 
tor on your counter—a steady profit maker 
it will pay you to keep right out in front. 
Requires only 2 sq. ft. space. 
Handee is the original tool of its type and 
the leader today. More of them in use than 
all other makes combined, by mechanics, 
repairmen and hobbyists everywhere, te- 
cause of precision performance, unequalled 
smoothness and safe speed. 
Standard Model $10.75 with 3 Accessories. 
De Luxe Model $18.50 with 6 Accessories. 
Ultra de Luxe Set (De Luxe Handee and 27 
most popular Accessories in metal carrying 
case) $25.00. 

Always have a sufficient stock of Handees 
ind Accessories on hand to take care of 
orders promptly. 

Write for Special Deals and Full Information 

on Accessory Counter Case. 


CHICAGO WHEEL & MFG. CO. 
Makers of Quality Products for 40 Years 
1101 W. Monroe St. Dept. HA Chicago, Ill. 
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Window Demonstrations Aid Sales 


(Continued from page 21) 


to dampen her freshly ironed wash 
each night and re-iron it the fol- 
lowing day. 

Shortly afterwards Mrs. Schwer- 
ing started window demonstra- 
tions. There is a small shed next 
to the main store. This is lined 
on three sides with plate glass, 
and is used effectively as a show 
room for refrigerators, radios, 
washing machines and_ other 
household articles. It likewise 
proved an ideal setting for demon- 
strating ironers. Here, in front of 
the passing public, Mrs. Schwering 
was able to attract people who had 
missed her store demonstrations, 
thereby greatly widening her field 
of prospects. 

But Mrs. Schwering’s demon- 
strations do not end in the store. 
She believes that completely satis- 
fied customers are the best adver- 
tisement for future sales. Accord- 
ingly, she follows every purchased 
ironer into the home. Here she 
sticks with the customer until the 
lady is able to turn out her work 
with an ease and skill that assures 
all-around satisfaction. This may 
mean several trips to the custom- 
ers home, but Mrs. Schwering 
would rather remove the ironer 
than leave a woman dissatisfied 


with the way in which it operates. 
Her theory is that although satis- 
fied customers make the best ad- 
vertisers, one dissatisfied patron 
can undo the work of many con- 
tented ones. 

Mr. Schwering has found that 
privacy likewise plays an impor- 
tant part in closing major appli- 
ance sales. To meet this require- 
ment he is fortunate in having the 
small room off to one side of the 
main store room This area is used 
for displaying radios and re- 
frigerators. Here he is able to give 
a good sales talk to customers 
without fear of interruption from 
the activity in the main store If 
you have ever been on the point of 
closing a sale, and then have had 
a friend of the customer step up 
and say, “What? Are you buying 
one of those things? . . . I’ve got 
one over home I'll give you,” 
thereby killing the sale as dead as 
a mackerel, you can readily appre- 
ciate what a little privacy means. 
In this room, customers can listen 
to various types of radios, examine 
refrigerators at their leisure and 
be put in an excellent buying 
humor. The Schwerings have 
found this room indispensible in 
properly handling their major ap- 
pliance trade. 


From Five to Six Paint Turnovers a Year 


(Continued from page 41) 


is sold, to get customers to pur- 
chase related lines such as paint 
brushes, sandpaper, putty knives, 
etc., with the result that many 
sales of paint are supplemented by 
sales of related painting needs. 
Since outside calls are made on 
maintenance men, etc., and no 
demonstrations are held for pri- 
vate home owners, other methods 
must be used to get consumers 
into the paint department. In the 
spring, coupons allowing 25 cents 
credit toward the purchase of a 
quart of paint are distributed. The 
store has also offered Cellophane 
curtains, valued at 35 cents a pair 
for 9 cents, with the purchase of 
enamel. When sales are made to 
consumers, paint circulars are 
often wrapped with outgoing 


packages, and on other occasions, 
manufacturers’ booklets on paint 
and decorating are distributed. 

Although the store is a large 
one, the paint department is made 
as compact as possible by the use 
of display tables with tilted tops 
for the display of paint brushes, 
putty knives, etc. The department 
is attractively finished in green 
and while the major portion of 
the paint display is on the wall 
units behind the tables, there is 
ample room for customers to go 
back of the table units to examine 
the wall displays. Paint, and al- 
lied lines, are constantly displayed 
in the store’s show windows in the 
spring and fall, and are also given 
window space at other times of 
the year. 
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HE story of the development of 

linoleum goes back 75 years 
when Frederick Walton, a rubber 
merchant of London, sought an in- 
expensive substitute for rubber, and 
noticed that when a can of paint was 
left in the open air a film formed on 
top. This, he discovered. could be 
rolled into a ball between the fingers 
and was tough and elastic. From 
this substance, which was linseed oil 
that had congealed or oxidized into 
a rubber-like mass when exposed to 
the air, Walton perfected a product 
which was the forerunner of modern 
linoleum. His product was this oxi- 
dized linseed oil combined with 
ground cork. resins and color pig- 
ments. welded under heat to a suit- 
able fabric backing. 

The difficulty with this original 
linoleum was the manufacturer's in- 
ability to make it in anything but 
plain colors, thus limiting its decor- 
ative possibilities. In 1911, Michael 
Nairn. of Kircaldy, Scotland, who 
had started to. manufacture linoleum 
in Scotland in 1877 and 10 years 
later had built a factory at Kearny, 
N. J.. brought to Kearny the first 
straight-line machine in this country. 
This new machine, some four stories 
high. made possible the manufacture 
of linoleums in many designs and 
color combinations. 

The history of his company and its 
successor, Congoleum-Nairn, Inc., 
reveals a number of innovations in 
the development of linoleum, among 


75 Years of Linoleum History 


them marbleized patterns, freeing 
linoleum from the restriction of 
geometric design. Subsequently 
there came hand-cut insets and fea- 
ture strips which could be cut into 
original designs to harmonize with 
decorative schemes. 

In 1935 Congoleum-Nairn  intro- 
duced a_ factory-applied adhesive- 
back linoleum which could be laid 
directly to the underfloor. This elim- 
inated the use of felt and hand- 
spread cement in laying linoleum 
and simplified installation as well as 
assuring a stronger and more satis- 
factory installation. Another inno- 
vation was the introduction of a 
built-in rubber cushion to eliminate 
cracks, bumps and open seams 
caused by the expansion and con- 
traction of the floor boards. 

The latest linoleum development 
announced by the company is “Nairn 
Treadlite” inlaid linoleum which is 
said to give unprecedented resilience 
and to provide both quietness and 
comfort underfoot. It is protected 
against water damage by a water- 
proof felt back. This too contains 
the factory-applied adhesive back. 
These features are built into Tread- 
lite as a unit, thus making it a com- 
pletely factory-built genuine inlaid 
linoleum. 

Treadlite comes in a variety of 
patterns. The 1940 line has 57 de- 
signs. including all-over Jaspes, 
colonial plans, smart insets and 
modern tile effects. 


A WINDOW THAT INCREASED TOOL SALES 





The Tenk Hardware Co., Quincy, IIl., used this window to get its 
tool lines across to the buying public. It was so effective that several 
of the local stores copied it. The window displays the company’s leading 
brand of tools arranged on boards in such a manner that they could be 
shipped to any dealers wishing to display the line. Each tool was num- 
bered and priced. The pyramid display in the center of the window 
revolved so that each of its three sides could be seen. E. N. Sandifer, 


display man for the Tenk Hardware Co.. created this window. 
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No. 401 with Colonial Lights 





MIAMI 


Bathroom Cabinets 
and Accessories 


are Sales Leaders 


MIAMI'S dominating leadership 
in bathroom cabinet sales is the 
result of specialization on a single 
line of quality products over a 
period of almost two decades. 
With MIAMI . . . over 140 cabi- 
net models . . . three complete 
accessory lines . . . nationally ad- 
vertised . . . you can get a larger 
share of the business in every 
price class. Write for catalog 
H.A. 


MIAMI CABINET DIVISION 


The Philip Carey Company 
MIDDLETOWN, OHIO 















































Triple Mill Supply Convention 


(Continued from page 38) 








NEIL C. A. W. TUCKER J. A. GARDNER 
HURLEY, JR. Henry G. Thompson The Cincinnati 
Independent & Son Co., Tool Co., 


Pneumatic Tool Co., 
Chicago, III. 


an arrangement encourages ambi- 
tious young men to improve them- 
selves. 

A. G. Carey, Carey Machinery & 
Supply Co., Baltimore, Md., ap- 
proved of budgeting sales and assign- 
ing quotas to salesmen, if not on the 
basis of wishful thinking which only 
fools the house and the salesmen. 
Based on reasonable expectancy of 
sales, carefully handled, the budget 
and quota plan works to advantage 
he said. Geo. W. Hyle, Weaks Sup- 
ply Co., Ltd., Monroe, La., favored a 
perpetual inventory provided the 
cost of operation did not become ex- 
cessive and only if the records could 
be established and maintained in 
dull periods. He found such a plan 
contributes to more profitable opera- 
tions by curtailing over-buying and 
therefore increasing turnover. Lloyd 
B. Mize, Mize Supply Co., Waynes- 
boro, Va., said that a bonus system 
in which all employees share is the 
only practical plan and encourages 
better selling and improved service 
giving all employees the same added 
interest in their respective jobs. 


Net Profits 


E. F. McCarthy, Beals, McCarthy 
& Rogers, Inc., Buffalo, N. Y., made 
the closing discussion regarding the 
need of giving greater attention to 
net profits instead of to increased 
volume, due to present conditions 
and rising costs. He stressed the 
difficulty of controlling rising costs 
and fixed operating charges and 
commented on the narrow margins 
incident to all governmental and 
other public works trade. 
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New Haven, Conn. 


Cincinnati, Ohio 


Tuesday afternoon the three groups 
held another joint session with Presi- 
dent Curtis of the National in the 
chair. C. O. Drayton, American 
Screw Co., Providence, R. I., made 
his report as chairman of the re- 
search and sales survey committee, 
in which capacity he will continue 
to serve that the work of this indus- 
try group may be completed. J. A. 
Channon, editor, Mill Supplies, 
talked on “The Mill Supply House 
in the Laboratory,” which he illus- 
trated with lantern slides providing 
charts and other data on the opera- 
tions of Ross-Willoughby Co., Colum- 
bus. Ohio. 


HORACE 
ARMSTRONG 


Armstrong Bros. 


Chicago, III. 
Retiring Treasurer, 
American Ass’n 


T. W. CARLISLE 
Strong, Carlisle & 
Hammond Co., 
Tool Co., Cleveland, Ohio 

Regional A . ’ 
Vice-President, merican Ass'n 
National Ass’n 


C. F. Conner, B. F. Goodrich Co., 
Akron, Ohio, discussed sales litera- 
ture and how best to use this form of 
promotion, illustrating his points with 
colored lantern slides showing out- 
standing examples which received 
awards from the committee headed 
by Mr. Conner. More than 100 
manufacturers participated in the 
contest for these awards which went, 
in the groups as indicated, to the 
following: Ciass OnE — Envelope 
Stuffers . . . Award of Merit—The 
Lunkenheimer Company, Simonds 
Saw & Steel Company and the Oster 
Manufacturing Company. Honorable 
Mention—Lowell Wrench Company, 
North Bros. Manufacturing Com- 
pany and Norton Company. CLAss 
Two — Special Mailing Pieces... 
Award of Merit—The Oster Manu- 
facturing Company, the Black & 
Decker Manufacturing Co., and Mac- 
It Parts Company. Honorable Men- 
tion — Johnson Bronze Company, 
Boston Woven Hose & Rubber Com- 
pany, and Dodge Manufacturing 
Corp. Ctass Turee— Inserts for 
Salesmen’s Catalogs . . . Award of 
Merit—Norton Company, Reed 
Manufacturing Co., and the Ameri- 
can Pulley Co. Honorable Mention 
~The American Pulley Company, 
the Dumore Company, and Simonds 
Saw and Steel Company. 


Closing Session 


At the closing joint session Wed- 
nesday morning, J. Robert Kelley, 
Manning, Maxwell & Moore, Inc., 
Newark, N. J., gave an illustrated 
presentation on “Small Orders and 
Operating Costs,” bringing out seri- 

(Continued on page 80) 





Cc. F. CONNER 


B. F. Goodrich Co., 
Akron, Ohio 
Executive Committee, 
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NOW 
You Can KNOW Your 
BuILDERS’? HARDWARE 


Complete from A to IZZARD 











A. H. BROWNELL'S HARDWARE AGE SERIES 
COMPLETE IN ONE VOLUME... A BIG 
$3.00'S WORTH FOR YOU AND YOUR MEN. 







There are about 10 ways a hardware man 








READ THIS LIST OF CONTENTS 


250 PAGES 

ELEMENTARY COURSE 

INTERMEDIATE COURSE 

ADVANCED COURSE 

WORKING BLUE PRINT 

9 COMPARATIVE CHARTS AND TABLES 

13 LARGE DETAILED DRAWINGS 

GLOSSARY OF BUILDERS’ HARDWARE TERMS 
60 CHAPTERS 





Here are some of the chapters 


Mode! Stock 

Butts and Hinges 

Locks 

Window Hardware 

Getting Builders’ Hardware Prospects 
Scheduling, Marking and Servicing: 

Hardware Finishes (Comparative Chart) 

Door Butts (Comparative Chart) 

Jamb—Floor and Checking—Floor Hinges (Com 
parative Chart) 

Mortise Bit Key Locks and Latches (Comparo 
tive Chart) 

Mortise Cylinder Locks and Latches (Comparo 
tive Chart) 

Trim for Mortise Locks (Comparative Chart) 

Lock Sets 

Schools of Design 

Window Hardware (Comporative Chart) 

Barn Hardwore 

Surface Door Closers (Comparative Chart) 

Floor Hinges, Concealed Closers and Threshuids 
(Comparative Chart) 

Door Hcliders and Stop Devices 

Lavatory Hardwore {Comparative Chart) 

Office Building and Apartment Hordware (Sug 
gested Lists of Locks) 

School House Hardwore (Suggested Lists of 
Locks) 

Hotel Hardwore (Suggested Lists of Locks) 

Hospital Hordware (Suggested Lists of Locks) 

Federal Specifications 

Sample Rooms 





BELONGS can use HARDWARE AGE’S Builders 
in Your FILES Hardware Text Book ... You can keep it 

in your reference files for immediate, au- 

thoritative information ... you can take 
home at nights and study its Elemen- 
tary, Intermediate or Advanced Courses 
. +. Or you can give it to that smart, 
young clerk you are training to handle 
Builders’ Hardware to study at home, 
to name three ways to use itl. 












































A lot of so-called Text Books suy they are 
complete, but when you get them you find 
important information missing. Here is a 
Text Book which is complete. It’s written 
by a man who knows his subject backwards, 
forwards and sideways, selling and buying 
Builders’ Hardware, who has the ability to 
tell what to do and what not to do in an in- 
teresting way ... The comparative Charts on 
Finishes; Door Butts, Jambs; Mortise Bit Key Locks and Latches; Trim 
for Mortise Locks; Surface Door Closers and many others are worth the 
price alone. 


When the news got around that we were putting Hardware Age’s “Tak- 
ing the Mystery out of Builders’ Hardware” articles in one fat volume .. . 
orders began coming in steadily for this complete 
study. ’ 





You need at least one copy of this Text Book, A. H. BROWNELL, 
maybe more. Use the coupon below and have a Author 
copy where it will do you the most good and make 
you the most money, in your store. It’s attractively 
printed, well illustrated to show to customers, and 
sturdily bound to last for years of heavy usage. 
Your copy is waiting. 


ALL THE REALLY IMPORTANT 












J. HAROLD DUMBELL, 
Exec. Sec., National Contract 
Hardware Assoc., says: 


“Personally I am looking 
forward to securing for 
my files a bound copy of 
the complete course 
when it is finished. 
It will be a handy 
book to have.” 

















THINGS and MORE, in this VOLUME. 





HARDWARE AGE 
239 West 39th Street, New York, N. Y. 
| 
| 
| 
| 
| 






Gentlemen: Send me ............... copy (ies) of the BUILDERS’ HARDWARE 
TEXT BOOK at $3 per copy. _L! Attached is my remittance. 
Canadian & Foreign copies $3.50. [] Send me invoice with book. 
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May 16, 1940 





Sponges. Some harness hardware. 


ADVANCES 


Flexible conduit (loom). 


BX cable. Carpenters’ chalk. Railroad chalk. Clothes wringers. 
Some paint brushes. Some pumps, cylinders and repairs. 





Galvanized range boilers 
Prices are firmer on range boilers 
with higher prices quite likely in 
the future. 

* * % 


Sponges—-Advances averaging 
about 15 per cent were recently an- 
nounced on sponges. 

* * * 

Brass fittings—Prices on IPS 
brass fittings were recently reduced 
approximately 5 per cent on the 
complete line. 

. * * 

Electrical metallic tubing 
There was a decline of about 5 pet 
cent made on May 6 on electrical 
metallic tubing. 


* * * 


Harness hardware--On April 

15. Covert Mfg. Co.. Troy. N. Y.. 

issued completely revised list prices 

on harness hardware. The net re 

sult includes several price increases. 
* * * 


Hand clothes’ wringers 
Leading makers of hand clothes 
wringers recently announced a gen- 
eral advance. ranging from 2 to 74% 
per cent. 

* * * 

Tarred, asphalt felts — Kop- 
pers Co. withdrew the price advance 
scheduled to go into effect May 1, 
1940, on tarred and asphalt felts. 
Prices shown in bulletin dated Jan. 
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9. 1940, are restored, to remain in 
effect until further notice. 


* * x 


G. E. reflectors—On April 29 
the Plastics Department, General 
Electric Co., issued a new price sheet 
on Textolite conversion reflectors, 
with several new numbers added 
since the last preceding price list of 
Feb. 20. 

The Company states: “Some minor 
price changes have been necessary. 
I.E.S. units are now priced on an 
f.o.b. factory basis, the same as all 
other reflectors. On other numbers 
some changes have been made, but 
the average price level remains about 
the same. Every effort is being made 
to hold present price levels.” 

* & # 


Hand lantern bulbs—On April 
23, General Electric Co., Cleveland, 
Ohio, announced a change, effective 
May 1, in No. 27 lamps. The list 
price of Mazda lamp No. 27 (5 volt, 
.30 ampere, miniature screw base, 
hand lantern lamp). G-41% bulb, is 
changed from 16 cents to 13 cents. 





ADVANCES 
EXPECTED 


Galvanized range boilers. Toilet 
paper. 











Von-metallic cable—Effective 


April 22, quotations on 14-2 non- 
metallic sheathed cable were reduced 
five per cent, by leading makers. 
Flexible conduit, or loom, size 7/32 
inch, was marked up $1.00 per 1000 
feet by leading makers, effective 
May 1. 
* * * 

BX cable—On April 22 No. 
14-2 BX cable prices were advanced 
$1.00 per 1000 feet, most other sizes 
being advanced approximately 5 per 
cent. 

* * . 

Chalk and crayon— An ad- 
vance of about 25 per cent on car 
penters’ chalk was recently an- 
nounced. Advances of about 20 per 
cent were recently announced on 
railroad chalk or crayon. 

* * * 

Copper tubing pipe bender 
A decline of approximately 5 per 
cent was recently announced by some 
makers of copper tubing pipe bender. 

* * * 


Septic tanks—Declines in the 
price of 200, 300 and 500 gallon ca- 
pacity septic tanks were recently 
issued by some makers, the declines 
approximating 5 per cent. 

* * * 

Paint brushes—In the middle 
of April some makes of paint brushes 
were advanced about 10 per cent 
because of bristle scarcity resulting 
from conditions in China and Fin- 
land. Manufacturers report that 
paint brush bristles (chiefly im- 
ported) are becoming increasingly 
scarce, and consequently higher in 
price. They are advising jobbers 
and dealers with stocks of paint 
brushes purchased last fall to in- 
crease their normal mark-up, as the 
same qualities ordered today would 
cost them considerably more money. 

* * * 

Galvanized steel sheet — Al- 

though the steel mills did not reduce 
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the price of galvanized sheets on 
April 11. when other sheets and 
strip mill products declined $4.00 
a ton, weakness later spread to gal- 
vanized sheets, and in the period from 
about April 26 to May 1 there were 
substantial bookings at reductions of 
from $4.00 to $6.00 a ton. Follow- 
ing this mill action, some warehouses 
reduced their prices $4.00 a ton. 
* * * 

Steel prices restored—As the 
“big news” of April 12 related to the 
unexpected drop of $4.09 per ton in 
prices of automotive sheets and strip. 
so the contrary “big news” of April 
24 involved the rescinding of the 





PRICES 
REAFFIRMED 


Tarred, asphalt felt. Finished, 
semi-finished steel. 

Some snow shovels, scoops. Some 
bicycle tires, tubes. 





Effective May 1, 


were sheets and strip restored to the 


decline. not only 


higher basis by Carnegie-Ilinois 
Steel Corp., Pittsburgh, Pa., but 


quotations on all leading items of 
finished and semi-finished steel were 
reafirmed to cover shipments through 
Sept. 30, 1940. 
on all steel products were advanced 
$1.00 per ton, effective May 1. to 
compensate for an increase in ocean 
freight rates of that amount. 

With prices now named covering 
the third quarter many 
doubts were set at rest concerning 
any contemplated forward weaken- 
ing in steel prices. Not only are the 
mills maintaining a comfortably busy 
domestic production, but there is 
always the probability of increasing- 
ly heavier calls from abroad. 

* & * 


Pacific Coast prices 


period, 


Pumps and water systems 
1940 has been showing fine gains in 
rural installations of water systems. 
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DECLINES 


IPS brass fittings. 
Some hand lantern bulbs. 
Copper tubing pipe bender. 


Elec. metallic tubing. 
Non-metallic cable. 
Some sizes, makes, septic tanks. 





and, generally, in the sales of pumps 
and pump accessories. Prices have 
been held without recent change, ex- 
cept that. one manufacturer has 
raised prices about 4 to 6 per cent 
on pumps, cylinders and repairs. 

The latest (March) industry fig- 
ures show, for that month, total dol- 
lar sales of deep well water systems 
at $180,561; of shallow well water 
systems $483,005; of pumps. $188.- 
113 and of cylinders shipped sepa- 
rately $48,689. All of these were 
sharply ahead of the corresponding 
shipments for February and for a 
year ago. 

*% * *% 

Summer, fall lines—-Ordering 
of forward lines for late summer o1 
fall use is proceeding confidently. 
and on some important fall lines 
notably ammunition and stoves and 
accessories, early buying has far ex- 
ceeded a year ago. 

* *% * 

Farm and lawn supplies 
While outdoor work has been con- 
siderably delayed, and refill orders 
for hand farm have hardly 
started, there are lines which job- 


tools 


bers report as selling much ahead 
of last Prominent 
these are fertilizers and the new 
plant vitalizers, also pumps and wa- 
ter systems, and, in particular, field 
and poultry fences, and netting. 

Lawn mower sales are active, and 
will be helped later by the early 
rains. Garden hose sales have been 
active, particularly in short lengths 
and competitively prices lines. 

* * * 


season. among 


Snow shovels and pushers 
On May 3. Owosso Mfg. Co.. Owos- 
so. Mich.. put out prices for the 





coming season on its complete line 
of steel blade and wood blade snow 
tools. On all numbers prices are re 
affirmed the same as last season, and 
are guaranteed against decline un 
til the end of the season——next Feb 


ruary I. 
Jobbers report some good future 
orders coming through for grain 


scoops, snow tools, and scrapers for 
fall shipment. 
* *# 


Paperboard and paper—-Yhe 
spread of the war into the Scandi 
navian countries has thrown a con 
siderable extra volume to Canadian 
and United States pulp mills—-the 
latter chiefly in the South, where. 
fortunately. since 1936, approximate- 
ly 3,000.000 tons of new capacity. 
largely for making sulphate pulp 
used in kraft papers, have been in- 
stalled. The pulp and paper mar- 
kets here have been 
sharply in recent weeks. Wood pulp 
imported from Norway. Sweden, and 
Finland in 1939 represented 64 per 
cent of the total purchased abroad 
by American companies and about 
14 per cent of total domestic con- 
The current shortage of 


strengthened 


sumption. 
this volume comes at a time when 
domestic orders for kraft paper and 
paperboard have shown outstanding 


gains. Output of kraft and paper- 
board in 1939 were at record peaks. 





PRICES 
WITHDRAWN 


Rosin sized sheathing. Kraft wrap- 
ping or insulating papers. 








Speed Wap isis. co.” 





GENUINE SPEEDWAY 
ELECTRIC TURNTABLES 















@ During National Hardware Open Foree atten- 

House —_ iin we ah tion — hold 

get a genuine ay No. 8- 

play Turntable for your store abso- ‘terest by 

lutely free with every order of staging your 

SpeedWay tools totalling $50. 00 (your hardware on 

peer a $100 (list ice) ah. os 
orders jst price) « 

SpeedWay No. 275 Double Deck Turn- Turntable. 

table as illustrated below is included 

absolutely free. 


Limited offer. Order today from your 
jobber or write us for full information. 






@ Above No. 275 (Double 
Deck) SpeedWay Electric 
Turntable. List Price Value 
$17.50. 


Te the left is SpeedWay 
Turntable No. 269. A stand- 
ard $9.00 unit for staging 


1836 S. 52nd Ave., Cicero, iil. 









A Popular Selling 
Wire Stretcher 


The Townsend Wire Stretcher has 
been a profitable seller for 30 years. 
It gives complete satisfaction. Made 
strong and durable to last for years. 
Affords powerful leverage. Easily 
attached to the wire. 













One man can stretch the wire with 
this implement and nail it to the post 
without assistance. The 3-foot 
wooden handle or lever is fitted with 
sturdy malleable iron pincers with 
Serrated Steel Grips warranted not 
to slip. The 


Townsend 
Wire Stretcher 


stretches to the last post at the end of the 
fence as well as to any other. Will stretch 
plain, twisted, barbed or woven wire. 
Stretches woven wire with a large mesh 
better than most stretchers made espe- 
cially for it. Also ideal for tightening 
bands and wire on large shipping boxes, 
crates and bales. Send for Folder and 
Trade-prices. 


B. W. TOWNSEND 
Painted Post, N. Y. 
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and 1940 has opened up at an equal 
or heavier rate of demand. Several 
important mills producing rosin 
sized sheathing and kraft wrapping 
or insulating papers have withdrawn 
all prices, and now are accepting or- 
ders subject to delay in shipping, 
and to price which may be in effect 
when shipped. Toilet paper prices 
are very firm, and with some advanc- 
ing tendency, because of the pulp 


situation. 
* - * 


Bicycle tires and tubes — 
Goodyear Tire & Rubber Co., Akron, 
Ohio, has issued new price lists, ef- 
fective May 6, covering its simplified 
and improved line of bicycle tires 
and tubes. Price levels are prac- 
tically unchanged. Double-tube 2-ply 
cord tires range in retail value from 
$5.60 to $3.40 per pair, and single- 
tube tires from $4.10 to $3.50 per 
pair, with dealers’ schedules de- 
pendent upon quantity ordered. 

* * * 


Vacuum cleaners — Sales of 
electrical vacuum cleaners totaling 
178,129 in March were the highest 
of any month since April, 1937, 
when they were 190,536. The month’s 
volume helped to make the first- 
quarter sales, aggregating 442,670, 
highest of any quarter since the sec- 
ond in 1937, which hit 495,684, ac- 
cording to announcement by C. G. 
Frantz, Cleveland, secretary, Vacuum 
Cleaner Manufacturers’ Association. 

January-March sales also were the 
best first quarter since 1937, which 
totaled 476,274. They topped the 
1939 opening quarter by 75,494, or 
20.5 per cent. 

March sales were 17 per cent 
greater than 152,255 reported for 
March, 1939, and were an advance 
of 23.4 past February’s 144,373. 


* * * 


Washing machines — House- 
hold washer shipments for January- 
March totaled 411,276, or 4.78 per 
cent above 392,519 in the same peri- 
od of 1939, according to industry 
totals reported by J. R. Bohnen, ex- 
ecutive secretary - treasurer, Amer- 
ican Washer & Ironer Manufac- 
turers’ Association. It was the high- 
est first quarter since 1937, when 
shipments aggregated 460,681 wash- 
ers. Ironer shipments were 32,604 
units, compared to 32,744 last year. 
Washers shipped in March totaled 
149,730, or 1.96 per cent below the 
March, 1939, figure of 152,725, and 
an increase over the preceding 
month’s 142,218, second highest 
February in the industry’s history. 
It was the first month since October, 
1938, to show a decrease from the 
comparison month. March ironer 


shipments were 12,048, against 13,- 
431 last year, a 10.30 per cent de- 
crease. Mr. Bohnen said. “The 
average retail price of all washers 
shipped in February was $71.17 com- 
pared to $67.09 in the same month 
of 1939. The average for March 
was $72.24, compared to $67.88. The 
average for the quarter was $72.31, 
as against $69.09. 


* * — 
Westinghouse sales — West- 
inghouse Electric & Mfg. Co., E. 
Pittsburgh, Pa., has reported that 
the backlog of unfilled orders of 
$82,637,841 is one of the largest in 
the history of the company. The 
comparable figure for March 31. 

1939, was $46,924,240. 

A steady rise in incoming orders 
continues, new bookings for the first 
three months of 1940 amounting to 
$65,250,169, compared with $50,- 
120,832 for the same period in 1939, 
an increase of 30 per cent. The per- 
centage increase in orders for 12 
months ended March 31 over the 
previous year was 42 per cent. 

Sales billed for the first three 
months of 1940 were $51,448,038, 
compared with $41,291,981 for the 
same period in 1939, an increase of 
25 per cent. Billings over a 12-month 
period showed an increase of 18 per 
cent. 


Triple Mill Supply 
Convention 
(Continued frem page 76) 


ous cost factors in a most human 
and often humorous manner. He 
urged increased margins generally 
for stocking dealers; reduced mar- 
gins for non-stocking dealers; with- 
drawal of prices from “gyp” opera- 
tors that legitimate distributors may 
make a profit and stay in business; 
increased prices for smaller quanti- 
ties and fewer and better distribu- 
tors. 

A special feature, four skits by 
Miss Inez Gordon, Reichman-Crosby 
Co., Memphis, Tenn., were presented 
by the Little Theatre group of Dal- 
las, Inc., directed by Lester E. Lang. 
These skits, entitled “Can This Be 
My Salesman?” developed good and 
bad selling points in a very interest- 
ing and impressive way. 

At the close of the convention off- 
cers of the three associations were 
presented. They are listed elsewhere 
in this story of the convention. 
Wednesday night a dinner-dance at 
the Baker Hotel brought the 1946 
Triple Mill Supply Convention to a 
happy close. 
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TURNER, DAY & WOOLWORTH PROVEN VALUES 


For over 80 years world’s acknowledged 

















me leader in producing handles that are: 

th Uniform in grade «+ Perfect in pattern + Accurately sized 
h plus financial responsibility and five fully equipped factories to assure 
e unfailing service. Insure your handle sales and profits 
1, Trade-Marked and by giving your customers known value — in, 

Grade- Marked For grade and quality. 
Your Protection 
t- 
E 


at TURNER, DAY & WOOLWORTH 
P HANDLE CO., INC. LOUISVILLE, 











FORD CHARCOAL BRIQUETS 


Briquets have the added advan- 


FORD CAMP GRILLS 


You can make money out of the 





sportsman’s need for fires. Handle tage of being business builders. 


Ford Charcoal Briquets and the Customers return often for more 


Ford Camp Grill. Dealer dis- Briquets and buy other items at 


counts are high on both. the same time. Briquets come 





r . . attractively packaged in different 
The Camp Grill comes in two : 5 

. = ‘ size bags. They sell all year 
sizes retailing at $1 and $2. The , B8- be : 
Grill consists of a steel grill, box round to sportsmen and mpenee 
of Briquets and a handy con- holders and can also be sold in 
tainer. It makes a catchy window large quantities for a surprisingly 
or counter display. It’s so reason- large number of industrial uses. 
ably priced it is easy to sell. Here’s a quick-selling, high-profit 
You'll have plenty of free sales item. For discounts and full in- 


helps, too. formation write to: 





BY-PRODUCTS DIVISION © FORD MOTOR COMPANY + DEARBORN, MICHIGAN 
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Here’s 4 reasons why it means 


MORE PROFITS TO YOU 


PROTECTION—Rogers offers e CE Rogers offers you 


tecti i several special deals assuring 
you protection by exclusively you of full profits so you can 


selling through the hardware compete with chain stores, 

trade and not selling to chain group buyers, etc., by offering a 
stores, group buyers, or mail order superior product at the same price 
houses. 


ay ers sells for 
QUALITY — Rogers Glue is yh dy —~ 


made only from select fish skins Science, Home Craftsman, etc., 
insuring clarity and uniformity reaching over a mil- 
1 4 t lion consumers 
. also produces greater monthly. 


strength (3800 pounds shearing 


strength per square inch). FREE—Phone or write 
your jobber for free 
py offers . . ask 

lor a free display unit— 






To display Rogers Glue 
**LETGLUEKY DOIT" is to sell Rogers Glue. 


i] 


a LIQUID FISH GLUE 


/, 











nen / 
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You Can Sell Safety 
When You Sell 


RICH LADDERS 


Whether your customer wants a 
straight, extension, or step ladder; 
trestles or scaffolding, you can give 
him safety when you sell him 
a Rich product. The full line 
shows "Safety-Science” in 
design and "Safety-Care” 
in manufacturing. Every item 
is easy to sell. 























Whenever ladders can be 
made safer, Rich makes them. 
There is a new Extension Ladder 
Trestle just out that has been made 
more rigid, even when extended, 
by a new Rich design. Write for 
details. 


RICH LADDER & MFG. CO. 
1008 Depot Street, Cincinnati, Ohio 


4 
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BE SURE 70 SPEC/FY 
The BEST RIVETS you can sel! / 





It's smart business for you to specify 
Buckeye Rivets, for there are no better 
rivets made! Yet Buckeye Brand cost 
no more than the ordinary kind. Your 
profit is the same, plus 
assurance of absolute 
satisfaction for your cus- 
tomers. 

TUBULAR RIVET & STUD CO. 


World sLargest Manufact Split Rivets 
WOLLASTON (Boston) MASSACHUSETTS 








New York Chicago Detroit Indianapolis San Francisco 
Nashville Dallas St. Louis 





Dome Caaf tlorker 


SHOULD HAVE THIS TOOL 





EXTRA SMALL SOLDERING IRON 


—— 


The smallest practical soldering iron ever designed 
for work in close quarters. No. 400 is only 9 inches 
overall, 8 oz. in weight, 60-watt element, 4” tip 
with baffle plates to keep handle cool. 





Put it in your display of home craft tools and watch 
your customers pick it up—and buy it—on sight. 


EXTRA HOT SOLDERING IRON 


<1 


This No. 325—Special, 125-watt iron with 4%” tip, is 
ideal for fast soldering work. Fully nickel plated, it 
has baffle plates to keep the handle cool. 

Both irons come with ‘Magic 

Cup” soldering stand—a twist 

«60 ¢0- of the tip in the “Magic Cap” 

qe unt A xore and ail oxide disappears. Ask 

w ¥ <¢? F your jobber for further infor- 
e mation or write us direct. 


DRAKE ELECTRIC WORKS, INC. 
3656 LINCOLN AVE. CHICAGO, ILL. 
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‘ SALES OF 1,861 INDEPENDENT RETAIL HARDWARE DEALERS IN UNITED STATES 
March, 1940 
Dollar Sales Reported 
Percentage Change 
Number Mar., 1940, 
States by regions of from Jan.1,1940 Jan. 1, 1939 
Firms Mar. Feb., Mar., Mar., Feb.,  PerCent to to 
Reporting 1939 1940 1940 1939 1940 Change Mar. 31, 1940 Mar. 31, 1939 
Vew England .......... 90 + 60 +124 §$ 607,571 $ 573,403 ° 540,564 +10.2  $ 1,753,148 = $ 1,590,494 
Connecticut .......... ll + 80 +4+415.5 18,456 14,886 41,940 +11.9 132,558 118,467 
Re ere 14+ 55 + 7.5 40,557 38,440 37,725 +10.0 122,384 111,263 
Massachusetts ........ M+ 60 +12.6 313,509 295,629 278,414 +10.5 898,278 813,151 
New Hampshire & Vt. . Ib +113 +413.2 126,808 113,934 112,046 +13.2 364,835 322,381 
Rhode Island 6 — 28 +111 78,241 80,514 70,439 + 4.4 235,093 225,232 
Vermont (see N. H.) ” 
Middle Atlantic 219 — 63 +27.3 776,010 827,983 609,748 + 3.6 2,038,336 1,967,045 
New Jersey } 10 —15 +266 19,272 50,042 38,921 + 8.1 134,701 124,599 
New York yn eae 32 — 98 +16.6 89,278 98,972 76,588 + 2.2 257,502 252,033 
Pennsylvania 177 — 61 +29.0 637,460 678,969 494,239 + 3.5 1,646,133 1,590,413 
es 
3 East North Central 185 2.2 +29.0 1,941,791 1,984,976 1,505,090 + 6.5 1,975,623 4,672,426 
tter {llinois . 107 — 35 +333 447,124 463,281 335,436 + 87 1.121.765 ‘1,032,167 
‘ Indiana 70 — 30 +45.9 313,583 323,246 214,927 + 0.9 731,634 724,907 
‘ost Michigan ; 53 +75 +203 191,040 177,645 158,765 +156 526,425 455,297 
our Ohio 5 ca 145 — 38 +18.6 589,710 612,762 197,146 + 5.2 1,554,874 1,477,443 
ore 110 19 +340 100,334 108,042 298,816 + 5.9 1,040,925 982,612 
ee 321 — 65 +423 786,280 840,596 552,733 — 3.1 1,889,597 1,950,641 
lowa see eee 70 —165 +29.7 215,687 258,234 166,260 —12.4 553,247 631,793 
) —_ 83 + 3.0 +682 192,763 187,116 114586 — 0.1 110,594 411,154 
—-« 30 — 75 +164 100,067 — 108,230 85.938 + 78 271,822 252,043 
OS eres 67 5.5 +59.2 163,129 172,614 102,500 3.6 371,597 385,538 
Nebraska .. a ae 54 — 66 +348 87,077 93,267 64,585 — 0.7 215,340 216,956 
North Dakota ......... 12 +366 +56.1 21.904 16.037 14.031 30.8 52.835 10,399 
South Dakota > 26s 
South Atlantic .......... hf 
eres ‘6 
I 3 Se 4 
I ic ag wisapé 27 — 36 +122 182,961 189,877 163,080 + 28 548,663 533,807 
Ee errr 22 — 89 +429 119,605 131,358 83,704 —11.4 290,241 327,415 
Maryland apa gk dinates : 
North Carolina .... 5 + 9.0 +22.1 54,711 50,192 14,819 +18.3 145,155 122,685 
South Carolina bs 
rere 10 —92 ++36.2 72.192 79,523 53,006 —12.2 168,386 191,705 
West Virginia ........ . 
East South Central ¥ 
MI o.oo: Gia ve aeons 18 — 34 +52.2 103,878 107,487 68,234 a 243,215 257,289 
Kentucky I Bee 10 — 49 +33.7 43,709 45,945 32.701 — 0.5 104,254 104,803 
Mississippi ss 
Tennessee : ; 10 — 47 +53.9 89,903 94,370 58,428 — 5.4 199,058 210,476 
West South Central 135 +100 +31.0 701.221 637,318 535,353 4+. 7.3 1,644,311 1,531,914 
ss Arkansas ..........+.. 20 411.3 +45.3 112,787 —«:101,303 77620 + 08 237,264 235,373 
EAURIOE  . nk 6 ccstscws 6 +94 +39.7 38,842 35,499 27,803 + 5.2 95,156 90,434 
Sree 0 +08 +368 143.175 142,051 104,672 — 23 354,026 362,282 
a? 2 ogc eke pace 69 +134 +25.0 106,417 358,465 325,258 +13.5 957,865 843,825 
Menanatn «LT 4 73) 434.9 658,396 = 613,566 = 488,101 «410.2 —1,562,829 — 1,418,610 
aa... 15 —159 +53 145444 173,005 138,165 — 1.3 408,841 414.019 
mii, cscs, 0 +34 +4468 143,868 139,170 98,007 + 5.4 323,057 306,550 
patna asameeie 19 424.2 465.6 112,450 90,558 67.905 +23.9 230.990 186.397 
Mantena 9 4278 +463 170.605 133455 116636 +209 386,420 319,604 
i ere or ° a pies “ “7 
New Mexico m 
- BR acts Xo .sin o's «slants ° 
RO rer ws 
Pacific nee I PIE A ee 372 +40 +417.1 1.765.213 1,697,735 1,507,967 + 6.7 4,449,977 4,171,721 
te eee 287 + 34 +416.1 1,226,399 1,186,012 1,056,632 + 38 3.111.159 2.996.845 . 
Oregon : 41 +108 +419.1 210.610 190,097 176,825 +15.3 496,120 430,318 
Washington .......... 4 +20 +19.6 328.204 321,626 274,510 +413.2 842,698 744,558 
TOTAL 1.861 + 0.2 +264 $7,996,578 $7,981,689 $6.323,970 + 5.0 $20,262,861 $19,298,521 
Chicago, Illinois ........ 15 — 63 +13.2 41.431 44,198 36,598 + 3.4 116,473 112,651 
Los Angeles, California 41 — 23 +112 162.714 166,627 146,347 + 0.5 458,964 456,508 
Portland, Oregon ....... 14 —02 +43.3 25.940 25,986 18,102 + 1.6 64.074 63,088 
St. Louis, Missouri .. : 16 + 66 +35.4 31.164 29,237 23,020 + 8.6 77,265 71,173 
San Francisco, Calif. . 27 +15 +4101 107.937 106.345 98.015 + 3.4 316,649 306,112 
Seattle, Washington ..... 12 — 28 +138 156.048 160,516 137,122 + 7.2 418,500 390,420 
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of insufficient data. Compiled by Bureau of the Census, U. S. Department of Commerce. 


*Note while stores from these states are included in grand total, figures for these states are not shown on this chart because 
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New and Improved Merchandise—Dis play Helps—Sales Literature— 


Fruit and Vegetable Corer 


Corer is pressed lightly over center of 
fruit; turned to the right until corer 
reaches rind, and then pulled out. Also 

















may be used for making curly french 
potato chips. Cylinder and coring disk 
are made of stainless steel. Shanks are 
of bright, nickel-finish steel. Wooden 
handles are lacquered in color. Made 
in three sizes. A. & P. Engineering 


Co., Inc., 22 Green St., Newark, N. J. 


Saddle-Type Bike Baskets 


The Androck “Saddle-Bag” type bike 
basket consists of a set of two baskets 
which are securely clamped to the rear 
hub, then fastened with heavy web con- 
necting straps (saddle-bag fashion) over 
the rear fender. This compact arrange- 





ment is desirable for folded newspapers, 
bottles of milk, etc., items which might 
overturn in conventional type baskets. 
Each basket is made of heavy wire, elec- 
trically welded at each intersection; has 
a heavy, continuous “Duo-Frame” which 
runs all the way ’round, and is 11 by 
6 by 12% in. deep. Has a bright re- 
tinned finish. The Washburn Co., Rock- 


ford, Ill., or Worcester, Mass. 


Dusting Gun Combination 


The DeVilbiss Co., Toledo, Ohio, has 
grouped six of its small DGA low-priced 
dusting guns in an attractive counter 


il’ LOWER PRICED 


DUST 


DE VILBISS 





display which it has placed on the mar- 
ket in a combination offer. The guns 
are exhibited on an attractively designed 
display card which, in addition to its 
sales message in text, also carries a 
series of illustrations suggesting a va- 
riety of uses for the guns. Three con- 
nection nipples complete this combina- 
tion package. Folders describing the 
offer are being distributed throughout 
the jobbing trade by means of a direct 
mail campaign. 





**Handi-Carts” 


Cart is tipped forward and grass cut- 
tings, leaves, trash, etc., are raked di- 
rectly into the cart and then righted. 





If a pile of earth is to be removed, cart 
is tipped down and pushed into earth 
much as a scoop. Also handles barrels, 
boxes, etc., by using the cart in same 
manner as a freight handler’s truck. 
Carts are strong and durable and will 
handle 300-lb. load. Also come equipped 
with 1% in. balloon rubber tires at 
$2.20 extra. Cart of two cubic feet 
capacity retails for $4.75, 3 cu. ft. ca- 
pacity, $6.75. Master Planter Co., 4021- 
25 W. Lake St., Chicago, II. 





Guide to Nickel Alloys 


A general guide to the uses and prop- 
erties of nickel and high nickel alloys 
is incorporated in a new sixteen-page, 
pocket size edition, “Seven Minutes 
With Seven Metals.” It includes mate- 
rial on nickel, monel, inconel, and as- 
sociated alloys in both mill and clad 
forms. Space is also devoted to the 
properties and uses of the metals in 
cast ferm. Altogether, there are three 
pages devoted to detailed tables on 
mechanical, chemical, and physical char- 
acteristics. While prepared under tech- 
nical supervision, the guide was edited 
for both technical and non-technical 
readers. It is being distributed without 
charge by The International Nickel Co., 
67 Wall Street, New York. 
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re— Window Trims—New Packages—New Colors—Catalogs 


Emerson Three-Way Portables _ formation. A graph shows the typical **Rotoglide” Sander 
spread distribution curves of the lumi- 


: ; - ‘ - . Maker claims this rental sander re- 
naire, and installation information is 


This new 1941 line consists of seven 


models; includes a promotion lead : ices ini i . 
; Pp er at tabulated. Copies of the leaflet, 61-152 quizes only a minimum of attention be 
cause all parts are built for long life. 


19: i ies; 
$19.95 complete with batteries; a may be obtained from the Westinghouse 


Electric & Mfg. Co., Lighting Division, 
Cleveland, Ohio. 


“Hi-Duty” Double 
Acting Hinge 

For extra heavy doors in trucking 
doorways, this new hinge is specially 
constructed for high duty conditions 
and to resist violent use. Spring of this 
hinge is located between the door and 
casing in order to protect it from trucks 
as they pass through the doorway. 
Hinge has a multiple of large bearings 
to carry the weight of the door and the 
pins are securely held in place by a 
pin locking device. Clamp flange is an 
integral part of the hinge. Hinge has 
two axes to permit opening the door 
180 degrees. Spring chamber does not 
project beyond the surface of the door. 
Chicago Spring Hinge Co., 1500 Carroll 
Ave., Chicago, Ill. Powerful motor is protected by special 
fuses—drum and mofor bearings are 
sealed and lubricated for the life of the 
sander and fan bearings need lubrica- 
tion only once in six months, wheel 
bearings once a year. Fan housing cov- 
er is instantly removable for easy clean- 
ing. The patented “Rotoglide” drum is 
said to eliminate pounding bumps that 
cause waves and chatter marks. This 
drum is covered by a specially devel- 
oped sponge rubber pad of controlled 
resilience that widens the sanding sur- 
face as paper comes in contact with the 
floor. Simple guidance is another fea- 
ture of this machine. “Rotoglide” sells 
for $225.00 for all painters, contractors, 
maintenance men, etc., and $180.00 to 
recognized hardware, paint and lumber 
dealers. Skilsaw, Inc., 5033 Elston Ave., 
Chicago, II]. 





“super-power” long distance model at 
$29.95; an American-Foreign set at 
$34.95 and selection of other models in 
a choice of colors at $24.95. There is 
also an all-walnut model at $34.95. A 
feature of the line is an automatic, 
“fool-proof” power-shift for battery and 
light-socket operation—the plug itself 
is the switch with no supplementary de- 
vices to get out of order. Emerson 
Radio and Phonograph Corp., 111 
Eighth Ave., New York City. 








Rim Fluorescent Luminaires 
A new booklet in which the RIM 


fluorescent lamp luminaires with por- 
celain enameled reflectors are described, 
has been published. The luminaires are 
designed for general or supplementary 
lighting in low bay industrial areas. 
They are available only in two-lamp, 
40-watt, 48-in. size for spread distribu- 
tion. The construction and mounting 
of the new units is fully detailed. A 
chart gives voltage data and other in- 
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Ironing Board and 
Iron Combination 


An innovation in home ironing acces- 
<ories in the form of a new all-metal 
ironing board is being introduced by 








the appliance and merchandise depart 
ment of the General Electric Co., 


Bridgeport, Conn., in combination with 
a newly-designed “dial the fabric” type 
of electric iron. The iron has a regular 
list price of $8.95 and the “Met-L-Top” 
ironing board lists at $5.95, but the two 
will be offered in combination for the 
present for $9.95 plus the buyer's old 


iron. The new board, is of simplified 
rigid construction, built to last in- 
definitely, and not to wabble or tip. Its 
all-metal top is vapor-vented to assist in 
carrying off excess steam and to aid in 
keeping the ironing pad dry during ser- 
vice. The patented legs fold easily 
when the board is not in use, making 
for easier storage and handling than the 
conventional wooden board, with its 
tendency to unfold. The new iron, hav- 
ing the catalog number 119F114, has 
the “dial the fabric” feature of auto- 
matic heat control. The iron weighs 
1% pounds. Design features include a 
cool molded handle and thumb-rest of 
Textolite, a permanently-connected 10,- 
000-cycle cord set. a heel stand to save 
lifting, a compensating thermostat, but- 
ton nooks, and chromeplate finish. 


“Last Word” Mouse Traps 


Eliminates pinched fingers. Set by 
pulling back the large loop. It is safe 
to set—no manipulation of triggers. Has 
large bait capacity. Jaw contacts board 
all the way from staple to staple. Four- 
teen-gage wire is used in jaw, which 
strikes a hard blow and is said to kill 
the mouse instantly. Trigger is sensi- 
tive and easy to throw. Suggested re- 
tail selling price, three for 10 cents. 
Booth Mfg. Co., Bethany. Harrison 
County, Mo. 











Ejector Pump Line 


The Dempster Mill Mfg. Co., Bea 
trice, Neb., has designed a centrifugal 
pump for use in a complete new line 
of ejector pumps for deep or shallow 
well water systems. Sizes range from 
% hp. to l hp. The vertical centrifugal 
pump has only one moving part, the 
bronze impeller, and is equipped with 
an exclusive “stuffing box” that is auto- 
matic and anti-friction. It requires no 
adjustment or attention. Has an _ in- 
tegral filter to remove grit or dirt in the 
water before it reaches the packing. 
Dempster ejector is made in two gen- 
eral types, parallel pipe or twin tube 
and the inner pipe or single tube. 





Parallel pipe ejector is adapted for case 
wells 4 in. and larger, open wells, cis- 
terns, etc. Inner pipe ejector is adapted 
for tubular wells from 2 to 3 in. Op- 
erating principle is identical with either 
type and the pumping capacities are 
identical size for each. 
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Paint Spray Outfit 


This No. 444 “V-Twin” speedy paint 
sprayer features sealed-in-oil bearings 
never needs oiling again. Opposed pis- 





tons are said to reduce vibration to a 
minimum. Has new type multiple 8 
ply heat-resistant diaphragm. No 
metal-to-metal friction: no oil surfaces 
in contact with the air at any time. This. 
maker states, in-ures clean air always. 
Intake parts are threaded for standard 
pipe fittings. Sprayer will pump and 
maintain a 23-in. vacuum. The com- 
pany also announces a new, 15-page 
catalog of its 1940 paint sprayer line. 
and contains a repair part list. Large 
illustrations and complete details are 
given for each sprayer in the line. VF. 
R. Brown Corp., 5720 Armitage Ave.. 
Chicago, Il. 


Flashlight Merchandiser 


Recently developed as standard fac 
tory packaging for the new “Detective 
Special” fixed focus spotlights, Win- 
chester’s new, compact “3-3”  space- 
saver counter display is being adapted 
for a wide range of flashlights. The 
display is small and colorful. Each dis- 
play holds three flashlights horizontally, 
on ascending levels. Colors of the dis- 
play for the new “Detective Special” are 
two shades of blue, yellow and Win- 
chester red. A bold display card at the 
back carries the Winchester trade mark 
and copy about the style and price of 
the flashlights shown. Among the first 
flashlights to be packed at the factory 
in the new “3-3” displays, aside from 
the “Detective Special” are the stream- 
lined, focussing spotlights, retailing at 
59 cents complete, available to dealers 
in Deal No. K-59. During the 1940 
selling season, other Winchester flash- 
lights will be similarly packed, as in- 
dividual displays are designed for them. 
Winchester Repeating Arms Company, 
Division of Western Cartridge Co., New 
Haven, Conn. 
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91 Grand Ave. 


FREE Revolving DISPLAY 


Given with 250 Royal Glass-Top Fuses 


ADVERTISINGIN LIFE 


Firsts Ad June 3 —2'%% Million Readers! 





HERE’S WHERE HARDWARE 
DEALERS “GO TO TOWN” 
ON 


FAMOUS ROYAL 
GLASS-TOP FUSES! 











. 


This new, compact counter display-dis- 
penser sells these top quality plug fuses 
in handy packs of 5! A bigger sale for 
you, made without fuss or bother. Unit, 
only 21 inches high, 10!/2 inches wide, dis- 
plays a complete stock of 250 Royal 
Glass-Top Fuses. Sturdily constructed on 
good size base, handsomely finished in 
bright rustproof plate. Turns easily. Put 


one on your counter and watch them move at a good margin to you! Send 


coupon! 


HARDWARE JOBBERS! One time around gets orders for this power- 


ful deal on nationally-advertised Royal Glass-Top Fuses! Colorful deal sheets, 
imprinted with your name, supplied free. Tell us in your order how many you 


need. Order today! 


= ROYAL Electric Co., Inc. 


Pawtucket, R. I. 


ees eS SF SS SS SS See ee eS eS eS ee eee ee eS 
Please ship through my jobber one No. 
250 Fuse Deal, complete with 250 Glass- 
Top Fuses and Free Display. 
NOME ccc ccccccscccccccesecccesecsves 
MGGPORR ccccccccccccccccsccccccececce 
Jobber’s Name .nccccccccccccscccscsccee 
Jobber’sn AGGremm .ccccccccccccccscccese 
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MANY DESIGNS TO FIT MANY HOMES 





MAKES 


FORGED IRON 
C. HARDWARE 


EASY TO SELL! 


Show your customers McKinney and you 
show them hardware that matches any type of 
home in any price range. 

McKinney Designs are definitely related to 
architectural style. Home owners, architects 
and builders alike will find that every piece 
of McKinney Forged Iron offers a pleasing 
proportion in size and weight and blends 
into the particular architecture for which it 
is intended. 


McKINNEY MANUFACTURING COMPANY 


PITTSBURGH, PA. 





American Farm 


r 
7 YEARS OF DESIGNING AND MANUFACTURING GOOD HARDWARE 


MAY 16, 1940 
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“LITTLE GIANT” SCREW PLATES 


If you’re after real profits as well as 
volume sales, concentrate on “Little 
Giant” Screw Plates. They’re the 
world’s biggest, fastest sclling line 
—over a million sets in daily use! 
There is a tremendous replacement 
market for individual taps and dies 
already built up and waiting for 
you. Take advantage of it. And 
here’s a tip—put your major effort 
behind these three most popular 
“Little Giant” sets. 
No. 1 cuts Ys" to Y2" 
NC threads 5 sizes 


No. 5 cuts 4" to ¥%" 
NC threads 7 sizes 


No. 7 cuts “4" to 1" 
NC threads 9 sizes 


Accurate—Reliable—Long-Lived 


GREENFIELD TAP & DIE CORP. 
Greenfield, Mass. 


Detroit Plant: 2102 West Fort St. 


Warehouses in New York, Chicago, Los Angeles 
and San Francisco 


In Canada: Greenfield Tap & Die Corp. of Canada. 
Ltd., Galt, Ont. 


GREENFIELD 
BUD. 





“Gulfspray” Floor Stand 


| 








creasing demand for Gulfspray as a 
moth killer. The stand of heavy cor- 
rugated cardboard is printed in strong 
attractive colors, and because of its 
unique design requires a minimum of 
stock to keep it looking filled to over- 
flowing. Another feature is that four 
one-pint intermittent-type “Gulfspray- 


” 


ers” can be displayed on the base of 


This new floor display stand, featur- 
| ing “Gulfspray” for killing moths, 
makes it easy to capitalize on the in- 


the stand. By this combined display, 
dealers will have a better opportunity 
to sell sprayers as well as “Gulfspray” 
and in that way increase the amount of 
sale to each customer. Gulf Oil Corp., 
Gulf Building, Pittsburgh, Pa. 





Chime Display Board 


Requires minimum floor space. Is of 
new design utilizing simple recessing 
to give the effect of extreme depth and 
the entire board obtains a three-dimen- 
sional effect without taking additional 
floor space. The entire line of chimes 
is mounted on the display so that each 
chime may be rung and each chime is 
mounted on a pleasing background. 
Front, back, and side door buttons are 
conveniently placed for ringing. Nu- 
Tone Chimes, Inc., Cincinnati, Ohio. 











Entrance Mat , 


Made of all-fresh, new live resilient 
rubber. Guaranteed for one year. It is 
reversible, self-draining, and colors are 
permanent, non-fading. Links are said 
not to dry, crack, crumble or lose re- 
siliency even when twisted or abused. 
Each link is locked together with spe- 





| 


cially drawn heavy gage galvanized 
spring steel wire. No metal parts are 
exposed. Available in four standard 
sizes and different color combinations. 
Phoenix Rubber Co., 9205 Detroit Ave., 
Cleveland, Ohio. 





HARDWARE AGE 











and de 
air anc 
Recom: 
15 by | 
—abou 
room i 
air. A 
drafts 

tioned 

dimens 
and 14 
co Rad 
C Sts., 


Jewel 
This 
sortme! 
ing a 
cost is 





Tract 

This 
spray r 
perfect 
draw bi 
in. abo 
is fitted 


MAY 








” 


bf 








Air Conditioner 
Philco-York Model 61—a window-sill 


model capable of serving living rooms, 
large bedrooms, dining rooms, doctors’ 





and dentists’ offices, etc. Provides cooled 
air and dehumidified, clean, filtered air. 
Recommended for rooms approximately 
15 by 19 feet with normal height ceiling 


—about 9 feet. Filters recirculated 
room air and fresh, incoming outside 
air. Also has adjustable grille to avoid 
drafts and to distribute fresh, condi- 
tioned air. Motor is % h.p. Cabinet 
dimensions, 14 in. high, 26% in wide, 
and 14 in. deep (inside window). Phil- 
co Radio & Television Corp., Tioga and 
C Sts., Philadelphia, Pa. 





Jeweled Watch Assortment 


This No. 4010 “Kelton” display as- 
sortment consists of eight watches hav- 
ing a retail value of $57.60. Dealer’s 
cost is $40.14. Counter and window 








display is provided free. It is made of 
natural maple with a _hand-rubbed 
finish. Velvet pads are removable and 
have the price and description of the 
watch under each pad. Length of the 
display is 113% in., width, 9 in. and 
height, 1% in. The Ingersoll-Water- 
bury Co., 9 Rockefeller Plaza, New 
York City. 


Revolving Fuse Display Stand 

Offered with 250 Royal Glass-Top 
fuses. This new, compact counter dis- 
play-dispenser sells these top quality 


WAVE THEM ABOUT 
WHEN THE LIGHTS GO OUT = 





plug fuses in handy packs of five. Dis- 
play is only 21 in. high, 10% in. wide 
and is sturdily constructed on a good 
size base. Finished in bright, rust-proof 
plate. Turns easily. Royal Electric Co., 
91 Grand Ave., Pawtucket, R. I. 








Tractor-Driven Spray Rig 


This Junior power, tractor-driven 
spray rig features a self-oiling pump; 
perfect and continuous lubrication; 
draw bar adjusting from 10% in. to 16 
in. above ground level. Power take-off 
is fitted with ball bearings. Is equipped 


with one universal joint with telescope 
square connection for 15/16 in. square 
shaft. Has rotary agitator with wood 
blades, roller chain drive. Furnished 
complete either with steel or rubber- 
tired wheels. The F. E. Myers & Bro. 
Co., Ashland, Ohio. 
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million 
salesmen 


NEWPORT 


STEAM DISTILLED WOOD 


TURPENTINE 


Users are Newport boosters ... voluntary 
salesmen without pay! No wonder New- 
port Turpentine sales climb into millions. 
One man tells another.—And the cheery, 
green, black and white lithographed 
packages do the rest. 


Available in !/g, '/, | gal. and 5 gal. 
packages. Also in 55 gal. drums: Sealed 
at the distillery, there's no oxidation until 
it's on the job and in the surface with a 
firm toe-hold. 





WATER” “waite 
CRYSTA 


PURE 
T bane rect m8 




































PROFITS 


Are Pouring In 


On dealers who sell the 


Masters 


“HANDI-CART 


For example, one Minnesota dealer 
whose initial order called for a single 
cart, sold ten dozen the first month. 
Orders are coming in in floods. Everyone 
instantly sees the advantages of the 
“HANDI-CART"” over the old-fashioned 
wheelbarrow. Its low price 
places it within reach of 
‘very purse. There’s a iusty 
profit in every sale and our 
national advertising will 
keep sales coming your 
way all year around. 
Every “HANDI-CART” 
guaranteed. If your 
jobber can’t supply, 
send your order di- 
rect to us 


* 
Retails for 


$4-75 
and $6.75 


Get Your 
. Orders in Now 
Only live Dealers and Jobbers wanted 


MASTERS PLANTER CO. 
4029 West Lake Street, Chicago, Illinois 














































A popular buy-word 
Natienal 


HARDWARE 














HE score of years that these fine 

products of builders’ hardware 
have been offered to the trade have 
been marked by dependability in 
service always. 


It is little wonder that the endorse- 
ments of the many users of National 
Hardware have created the popular 
demand that exists today. Discrim- 
inating builders ask for these prod- 
ucts by their trade 
name and insist 
on the genuine. 


If you do not car- 
ry this hardware, 
you should write today 
for full particulars. 


National Manufacturing 
Company 
STERLING - - - ILLINOIS 
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Folding Bicycle 


“Compax Sports Traveler,’ maker 
states, can be assembled or taken apart 
in 15 seconds without the use of tools. 








One model fits adults and juveniles of 
both sexes. Bike is built in two sec- 
tions with a simple patented take- 
apart joint in the cross bar and a wing 
nut for tightening. Handle bars also 
fold to the width of the bicycle and are 
tightened into riding position with a 
wing nut. The Westfield Mfg. Co., 
Westfield, Mass. 


Chicago Lock Catalog 


It presents the entire Chicago Line 
from the 25-cent padlock price leader 
to the top quality “Ace” padlock. The 
catalog also covers the Chicago cylinder 
lock line, including the “Ace” lock and 
the better built single and double bitted 
locks. 

The Chicago Lock Co., 2024 N. Ra- 
cine Ave., Chicago, Ill., will send a 
copy of this new catalog without cost. 


Tray Tables 


Two styles of service stands for sum- 
mer entertaining. The handle over the 
top makes it easy to carry about. Can 
be used in the living room, as well as on 
the porch or lawn. 

Laurel leaf design in the side panels. 
Both are 29% in. high overall. The 
one at the left has 12 by 12 in. square 
glass top which is available either 
crystal clear or tinted red, blue or 
green. The stand at the right has two 

















12 in. diameter metal shelves. The 
metal frames and shelves are finished in 
a very durable baked-on White syn- 
thetic enamel. The square server is 
priced at $1.75 each in dozen lots, while 
the round one is $1.25 each in lots of 
12 or more. George Koch & Sons, Inc., 
Evansville, Ind. 


New Type Hose Reel 

With the “Real-Reel,” it is possible 
to pull out just as much hose as is 
needed to get the nozzle to the job, and 
to do this with the water turned on, 
so that the workman can turn on the 
water at the wall or water source where 
the reel may be standing. He can then 
seize the nozzle and pull out just as 
much hose as is needed. A second fea- 
ture, maker states, is in the fact that 
water is a natural preservative of rub- 
ber and a hose reeled up with the wa- 
ter left in it has a life from two to three 
times longer than a hose which is drain- 
ed each time it is reeled up. The Real- 
Reel allows you to reel up the hose with 
the water turned on. There are two 
models, one for wall attachment and one 
for outdoor or garden use on portable, 





wheeled frame (all metal). Each holds 
125 ft. of hose. Prices are: $5.95 in 
Mississippi Valley; $6.45 in Atlantic 
and Gulf States; $6.95 in Pacific Coast 
states and Canada. Anker-Holth Mfg. 
Co., Port Huron, Mich. 


Electric Fence Tester 

Neon lamp in case begins to light 
approximately when shock begins to be 
felt. Brighter the light the greater the 





shock. Tests lighting and power cir- 
cuits in 110 to 550 volts AC or DC. 
Indicates blown fuses or other open or 
short circuits and tells when line is hot. 
Also tests auto or tractor ignition sys- 
tems and timing and indicates shorted 
spark plugs or leaky high tension wires. 
Suggested retail selling price, 75 cents. 
Accessories Mfg. Co., 4612 N. Clark St., 
Chicago, Tl. 
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Schick Dry Shaver Campaign 


Centers around a specially designed. 
flashing, brilliantly colored counter dis- 
play carrying a dry shaver for actual 





demonstration on prospective buyers. 


The two halves of a man’s face, lighted 
alternately by a flashing light from the 
rear, are supplemented at each side with 
magnified pictures of skin tissue, show- 
ing the effects of the two kinds of shav- 
ing. Attached to the display, in addi- 
tion to the shaver with the new “Whisk- 
it” device for catching all clippings, is 
a mirror, a brush for cleaning the 
shaver, a small screw driver, a shallow 
bowl cover and sponge to contain alco- 
hol for disinfecting, and an illustrated 
booklet. Schick Dry Shaver. Inc., Stam- 
ford, Conn. 


60-Cycle AC Current 
From A DC Motor 


The Kato Engineering Co., Man- 
kato, Minn., offers a line of direct cur- 
rent motors, which in addition to driving 
a piece of equipment, also furnishes 60- 
cycle AC current for the operation of 
an auxiliary function. For instance, 
spot welding transformers require alter- 
nating current. Where spot welding 
transformers are used in direct current 
areas, it is necessary to secure an alter- 
nating current supply. This Kato line 
of special direct current motors is said 
to solve this problem efficiently and at a 
low cost. There are other types of 
equipment requiring alternating cur- 
rent. Among these is the use of low 
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voltage current for the operation of 
relays and controls, on machine tools 
and processing machinery; synchronous 


motors as used on time cycle equip- 
ment, and the operation of fluorescent- 
type lamps. Maker states wherever an 
AC current is required, the use of Kato- 
light DC motor with AC current take- 
off will solve the problem efficiently and 
economically. 


“Lock Screw” Nail 


Manufacturer states that its tests in- 
dicate that the holding strength of the 
“Lock Screw” nail is approximately 25 
per cent greater than that of the ordi- 
nary drive screw nail of the same gage 
and length. This new nail has 80 or 
more per inch of little buttresses in the 
valley of the drive screw to engage the 
wood fibers and resist extraction. The 
manufacturer is able to put the “Lock 
Screw” shank on any standard nail and 
is now supplying them in quantity as 





lead head nails and flat head steel roofing 
nails for use with composition roofing, 
metal shingles, siding, etc. Dickson 
Weatherproof Nail Co., Evanston, Tl. 


Automatic Tacker 


This one-hand, automatic tacker is 
designed to eliminate need for holding 
tacks in the mouth or hand. The device 
carries a clip of 100 Hansen tacks of 
special T-head design within its head. 
Depressing the handle causes the built- 
in trip hammer to drive the tack home 
and also automatically feeds the next 








HANSCO TACKS @ 
‘ waa, 2/16" TO 1/2" 


tack into position. Maker states it is 
possible to tack into hard woods or 
thin metals. Four sizes of tacks, from 
3/16 to % in., may be used. A. L. Han- 
sen Mfg. Co., S047 Ravenswood Ave., 
Chicago, IIl. 





Phileo Refrigerators 

The 1940 line is streamlined, stately 
cabinet styled. Exterior is one-piece 
Monolith, with a gracefully lined cen 








ter panel. Casing is so planned in one 
piece of drawn steel that there is no 
separate top, sides, or joints. Specially 
styled door latch enables opening of 
the outer door alone or both the outer 
and inner door by a slight touch. Con 
servador also keeps cold air in and 
warm air out. Temperature control and 
thermometer are carried at eye level in 
a panel above the breaker strip. Shelf 
arrangement provides most practical 
storage facilities and offers varied tem- 
perature conditions for different foods. 
Has giant compartment for frozen foods, 
Philco Radio & Television Co., Tioga 
& C Sts., Philadelphia, Pa. 


“Ezy” Scrubber 


For washing tile, linoleum, concrete 
and all washable floors. Porous com- 
position rubber and cotton scrubber 
blade creates a vacuum effect; is a 
positive cleaning agent, according to 
the manufacturer. Mops dry. Complete 
units with handle, retail for $1.45 in 
the 15-in. size and $1.95 in the 24-in. 
size. Gourley Mfg. Co., Louisville, Ky. 















WILLIAM S. 
SMITH, cost accoun- 
tant with the Waite 
Hardware Co., Worces- 
ter, Mass., wholesale 
hardware distributors, 
was born in 1850 and 
celebrated his 90th 
birthday on March 
27th. In addition to 
this he has been identi- 
fied with the hardware 
business for almost 
three-quarters of a cen- 
tury. Mr. Smith en- 
tered the field of hard- 
ware in 1866 when he 
entered the employ of 
Henry W. Miller of 
Worcester with whom 
he remained until the 
firm was succeeded by 

WILLIAM 8. SMITH Smith & Adams. He re- 
mained with this firm until 1890 when the partnership 
terminated and he opened his own store under the firm 
name @f W. S. Smith & Co. In 1898 the Klondike gold 
rush beg&n and Mr. Smith closed his store and headed 

the Yukon. Mr. Smith became a member of the 
ward°Goli Mining Co. but, as he says, “In two years of 
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Hardware Age 
Fifty Year 
Club 


strenuous effort and many hardships, little pay dirt was 
discovered, barely enough to pay expenses.” In 1900 he 
returned to Worcester and became identified with the 
Waite Hardware Co. He is still with that firm and has 
seen it grow from a company employing six clerks to an 
organization employing over 100 salesmen in eight stores. 
Working conditions have also changed from the days 
when 13 hours from Monday to Friday and 16 hours on 
Saturday were the rule. He is at the office every day, 
however, and travels from Uxbridge, Mass., to Worcester 
daily by bus. 


WILLIAM A. LINAS, 
buyer for the W. Bingham Co., 
Cleveland, Ohio, wholesale 
hardware distributors, cele- 
brated his 68th birthday on 
Nov. 3 and on March 31 
rounded out a half century in 
the hardware business. Mr. 
Linas was born in 1871 and 
entered the hardware business 
in 1890 with the Bingham or- 
ganization. He has held the 
position of buyer for the past 
37 years. On March 31, Mr. 
Linas was tendered a banquet 
by 39 of his old friends, most 
of them executives or repre- 
sentatives of prominent manu- 
facturing concerns in the hard- 
ware industry, in recognition of his having completed 50 
years in business. Mr. Linas states that he has held no 
public offices and that he has no hobbies worth mention- 
ing. We have a shrewd suspicion, however, that business 
has been a hobby with him for the past 50 years. 





WILLIAM A. LINAS 
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AMERICAN 2... CHAIN 


AMERICAN CHAIN DIVISION e AMERICAN CHAIN & CABLE COMPANY, 
BRIDGEPORT, CONNECTICUT Bz Busines foe Your Sapely 


AGNEK | 
TRACKS AND HANGERS 


NO. 100 TRACK NO. 15 TRACK 






















































A complete mod- 
ern line for every 
purpose. No. 1500 
series Roller Bear- 
wa ing Hangers op- 
erate in both No. 
100 and No. 15 
Track. One Hang- 
er — two tracks. 
NO. 1500Simplifies instal- 
HANGERigtion.  Assures 
satisfaction. 
Write for liter- 
ature. 





@ Thanks to the performance that architects, 
contractors, and property owners have come to expect of Rixson HANGER 
devices, a Rixson dealer is likely to become known as headquar- ‘ 
ters for top values in builders’ hardware. | 

Run down the list of Rixson Specialties. . . Floor Checks; * See 
Ball, Pivot, and Friction Hinges; Door Holders; Casement and : —_ 
Transom Operators; and other items—each an outstanding ex- 
ample of Rixson advanced engineering and manufacture. Fill in NEW FOLDING ALL-METAL 


your stock with the ones in greatest demand—be prepared to 


service every one of the many specifications for Rixson that will SAW HORSE 


come your way this building season. LEGS! 
ia 
THE OSCAR C. RIXSON CO. es at Ee cali 


4446 Carroll Ave., Chicago, Ill. 





items ever developed for 


| 

RIXSON REPRESENTATIVES AT: | the building industry. These 
NEW YORK: . . . . . 101 Park Ave. and 2034 Webster Ave. all-metal legs fold for easy 
PHILADELPHIA: . . . . 211 Greenwood Ave., Wyncote, (Pa.) | ] transportation—never wear 
eee ee ClO | | out—set up in seconds 
NEW ORLEANS: ... . baa . . 1834 Broadway | § with any 2x4 or 2x6. Save 
SAN FRANCISCO: .. . f 116 New Montgomery St. material—save time. Alli- 
LOS ANGELES:. .... =: 909 Santa Fe Ave. | § gator grip holds legs se- 
SEATTLE: . . 414 17th Ave., North | I curely. 2 heights—24"' and 
LONDON, ONT., CANADA. Richards-Wilcox, Ltd. | 30". Ideal for temporary 


tables, stands, counters, 
etc. Hundreds of uses. 


WAGNER MANUFACTURING COMPANY 


DEPT. HA-540, CEDAR FALLS, IOWA 


Get this NEW DISPLAY 


New, prac- 
tical sales help, 
featuring a B.W.H. 
40 year old success. 


6 gleaming Boston 
When your customer asks for Cincnties dineat ot atte 


a garage hinge set, sell him tion in modern setting, 
this set instead. He will get while 6 more nestle in 
a good overhead door, and storage bin at back. 


you will get 300%, more profit. The BOSTON 
Dependable Products Since 1888 N 0ZZ LE 


COBURN TROLLEY TRACK CO. 
405 Harding St., Holyoke, Mass. 





















































Good Window Displays « « « ««« «« « «a «@a«@aeae«e 


Do you realize that no one factor will draw people to your store And many dealers who require their own copy of Hardware Se 
like attractive window displays of seasonable merchandise P find it highly profitable to subscribe to extra copies for their sales 
ree. 
Hardware Age is continually reproducing such window displays— The cost, $1.00 per year, is returned over and over in better 
its representatives are always on the lookout for new ideas. windows and increased trade. 


HARDWARE AGE, 239 West 39th Street, New York City 
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TATE 
Picture 
Hangers 
This attractive 
display makes 
sales soon as 
shown. 


E.H. TATE CO. 
Boston, Mass. 
U.S.A. 











REFRIGERATOR AC- 
CESSORIES .. . CRISPERS 


_ Rubber ice trays, 

dishes, etc., etc. 

Select from our big 

catalog, at money s#av- 

~ , ing prices Catalog 

- i free if requested on 
-—s your letterhead 


THE HARRY ALTER CO. fio steer 


DENISTON 
"eed seat” NAILS | 






















Drive Screw Shank gives powerful 
grip. Lead under the head and down 
the shank plugs hole around the nail 
to form weather-proof lead seal. Nail, 


The “WHO MAKES IT?” issue of HARDWARE AGE 


lead and sheet solidly locked together : 
by “bump”... Send for samples. enables you to quickly locate sources of supply and helps 


The DENISTON Co. “ster: 4° 





you answer many questions regarding brand names, 


Kew Daisy Waterers products, ete. = 
for HOGS and POULTRY 4 
ALSO SHAW and DAISY low 


CALF WEANERS 





























BEST ‘ 
sa s pt st —" Paulsboro, N. J.: Who makes the Olean, N. Y.: Where can we pro- . 
Sona el as ellis pe | Bull Dog bunting flags? James O. cure Barnsby English Saddles? A. E. oy 
soont, 1owsa, USA | Clark. Ewing Company. 9 
______ ANSWER: Dettra Flag Company, ANSWER: Kopf Mfg. Company. Cc f 
5 re Oaks, Pa. 49 Warren Street, New York, N. Y. .. 
ad } + + : 
% a * * * 
a - il : " he r a? 
$ : 2 | ben ge ing = — the Alliance, Ohio: Who makes a ’ 
$ i , 2 mek "We hore Hd age 4 - — weed mower with two blades? Allott I 
$ ; : | "gnats 3 ws :' a om W a pe 
$ : sSth St N oa York Cit a ANSWER: Auto Sickle Company. 
Pa 2 | ee South Natuck, Mass. A 
> 5 * * * a ler 
» ci ‘ , 
2 CLASSIFIED 5 Chipley, Fla.: Who makes the Woonsocket, R. I.: Who makes 
> . Billy Burke golf clubs? Reeves the Puritan metal polish? Charles Y 
< 2 Bowen. C. Kerlew. = 
$ = OPPORTUNITIES © eT eae Gott com, Me 
P s sabi : Burke Golf Company, ANSWER: Puritan Soap Co.., Hd 
¢ 2 Madison Heights, Newark, Ohio. Rochester, N. Y 
s a , aes : A 
2 a * & * * * 
2 s Inc. 
$ 2 Brooklyn, N. Y.: Who makes Glen Cove, N. Y.: Who makes a N. 
¢ Pages 96-97 > Energine Cleaning Fluid? Snow’s collapsible baby bath and dressing 
, % | Hard le? Charl 71 
“ 2 ardware. table? arles of Glen Cove. N 
2 Ps ANSWER: Cummer Products ANSWER: Baby Bathinette Corp.. min 
PPP aah a aa aaa a Company, Bellford. Ohio. Rochester, N. . 2 Eag 
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Information regarding sources of supply as provided readers of 
HARDWARE AGE by the “Who Makes It?” editor is here pre- 
sented as an aid to others in the trade who may be seeking the 
same articles. The inquiries reproduced have been selected be- 
cause of their general interest to hardware merchants and buyers. 
This editorial feature in each issue supplements the service ren- 
dered by the “Who Makes It?” issue. When writing to the firms 
mentioned, state that you secured your information from the 


HARDWARE AGE Directory Number. 


Zanesville, Ohio: Who makes a 
safety window washing scaffold? 
Clossman Hdwe. Co. 

ANSWER: Crozier Co.. Knoxville. 
lowa. 

* * 

Townville, Pa.: Who makes the 
Fleetwood Wrist Watch? Fred C. 
Riede. 

ANSWER: Mt. Vernon Watch 
Co., Inc., 15 W. 37th St.. New York. 
NT. 

* *% ¥ 

Tomah, Wisc.: Who makes the 
Green Giant electric pump jack? 
Andres Hardware. 

ANSWER: Butler Company, But 
ler, Ind. 


* * x 


Yazoo City, Miss.: Where can we 


procure parts for the Husqvarna 
Meat Chopper? Saxton Gardner 
Hdwe. Co. 

ANSWER: J. W. S. Trading Co.. 
Inc., 375 Broadway, New York. 
Ny. e 

* _ * 

Newark, N. J.: Who makes alu- 
minum die cast screen numbers? 
Eagle Sales Co., Inc. 
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ANSWER: Acro Die Casting Co.. 
0641 N. Burleigh St... Milwaukee. 
Wise. 


Blytheville, Ark.: Who makes the 
Blue Point Cold Chisels? Shouse 
Henry Hdwe. Co. 

ANSWER: Snap-On Tools Corp.. 
Kenosha. W isc. 


* % 


New York, N. Y.: Please furnish 
address of the Plumbers Wood- 
working Co., manufacturers of Royal 
Jr. and Sr. toilet seats? Hom 
Trading Co. 

ANSWER: Algoma, Wise. 

* *% x 

Louisburg, N. C.: | Who makes the 
Sunny South cotton planters? Sea- 
board Store Co., Inc. 

ANSWER: Minneapolis - Moline 


Power Imp., Minneapolis, Minn. 
* * *% 
Miami, Fla.: Who makes the Set- 
Well pants hangers? Frank T. 
Budge Co. 


ANSWER: Mackie Love Joy Mfg. 
Co.. 1701 W. 13th St., Chicago, II. 








1940 


BLAKE & LAMB 


During the 1939-1940 trapping season, 
many BLAKE & LAMB distributors 
sold more steel traps than ever 
before in their history! 


For the 1940-1941 season, the vastly 
increased popularity of the “steel trap 
of the hardware trade” will mean even 
more to BLAKE & LAMB jobbers and 
dealers. 


Before buying any steel traps in 1940 
—consider what the quality, policy and 
price of BLAKE & LAMB will mean 
for YOU! 





THE HAWKINS COMPANY 
AMERICA'S OLDEST TRAP MANUFACTURERS 
SOUTH BRITAIN, CONNECTICUT 











EXPRESSING 
PHILADELPHIA 


in its finest, 
most hospitable 


mood 


To be af the Bellevue is to 
appreciate and enjoy Phila- 
delphia. It is where every- 
thing important happens. All 
the luxuries of modern com- 


fort — at reasonable rates. 


BELLEVUE 


STRATFORD 


IN PHILADELPHIA 


CLAUDE H. BENNETT 
General Manager 


95 











Clarssihied Opporviumitien Section... 





Use this section to reach Hardware Manufacturers, Manufacturers’ 
Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen 





| Clansitied Adwentining Rater | 





Help Wanted, Accounts Wanted 
Business Opportunities 
Sales Representatives Wanted 


Set solid, maximum, 50 words....... $3.00 
All capitals, maximum, 50 words.... 4.00 
Each additional word......... .06 


Positions Wanted 
(Special Rate) set solid, maximum, 
BO GOOED cccccccccccccccccccccce .50 
Each additional word ............+. 01 
Allow Beven W erds for Keyed Addr ces or Your Address 


BOXED DISPLAY RATES 
Bd BO. cckscceccciceccccscoceses $5.00 
Each additional inch ......... 4.00 





DISCOUNTS FOR CONSECUTIVE INSERTIONS 


4 insertions, 10% off; 8 insertions, 15% off. 

Due to the special rate, these discounts do 

not apply on Position Wanted Advertise- 
ments. 


REMITTANCE MUST ACCOMPANY ORDER 


Send check or money order, 
not currency. 








HARDWARE AGE is published 
every other Thursday. Classified 
forms close 15 days previous to - 
date of publication. 


Address your correspondence and replies to 


HARDWARE AGE 
Classified Opportunities Dept. 
239 West 39th St.. New York City 











| = Positions Wanted =| 


| _ Positions Wanted —_—| 





HARDWARE PERSONNEL, OUR FILES 
CONTAIN applications of several hundred experi- 
enced clerks, managers, counter men, bookkeepers 
and stenographers for New York hardware re- 
tailers and wholesalers. No charge to employers. 
Just phone Wisconsin 7-1802 or write to Asso- 
ciated Placement Bureau, 152 West 42nd Street, 
New York oan 


YOUNG MAN, 24 YEARS OF AGE, 5 years’ 
‘hardware experience dealing with general hard- 
ware, metals, construction iardware, etc.; also 
familiar with office routine, stock, shipping, and 
window trimming. Able to drive truck. Salary 
secondary. Location—New York City or nearby 
vicinity. Address Box D-954, care of Harpware 
Ace, 239 W. 39th St., N. Y. City. 


POSITION WANTED BY YOUNG HARD 
WARE man, 23 years of age, diversified experi 
ence in general hardware, metals, etc. Able to 
assist wholesaler, retailer or jobber. Experience 
with large New York concern. Can furnish best 
of references. New York City resident. Able to 
drive. Would appreciate an interview. Address 
Box D-953, care of Harpware Ace, 239 W. 39th 
S.. Be Fe Coe 





AM INTERESTED IN CONNECTING WITH 
reliable Manufacturer as Purchasing Agent. 
Eighteen years’ experience Jobber, Mail Order 
and Syndicate Buying Companies. Acquainted 
with the trade and can aid in increasing volume. 
Excellent references. Address Box D-966, care 
of Harpware Acer, 239 W. 39th St., New York 
City. 

SALESMAN DESIRES A FAST “MOVING, 
competitively priced staple line to sell to the 
hardware trade, paint trade, or both in the New 
England area. Well acquainted with and have 
nice following with wholesalers, chains and major 
retailers: Have excellent record and can furnish 
best of references. Address Box D-981, care of 
Harpware Ace, 239 W. 39th St., N. Y. City. 


MANUFACTURERS—DO YOU WANT 
REPRESENTATION in Western Pennsylvania, 
Ohio, W. Virginia? Young man 14 years with 
leading hardware jobbers and manufacturers. Suc- 
cessful sales record general hardware and paints; 
select following. Available June Ist. Address 
Box D-973, care of Harpware Ace, 239 W. 39th 
St., N. Y. City. 











CREDIT EXECUTIVE, PACE GRADUATE, 
THOROUGHLY experienced, well known among 
the hardware, paint and milling trades. Familiar 
with contractual and industrial credit, F.H.A., 
H.O.L.C. loans, state liens, including public rela. 
tions and personnel management. Please phone 
Beekman 3-2563 or write the Terminal Employ- 
ment Exchange, 154 Nassau St., for personal 
interview. 











PURCHASING AGENT, EXECUTIVE EX. 
PERIENCE, TEN years with large automotive 
accessories manufacturer; exceptional ability, high- 
est references. Address Box D-970, care of 
Haroware Acre, 239 W. 39th St., N. Y. City. 


YOUNG MAN, 21 YEARS OF AGE, college 
student, mechanically inclined, desires to start in 
hardware business. Willing and _ conscientious 
worker. Able to drive. References. Address 
Box D-975, care of Harpware Ace, 239 W. 
39th St., N. Y. City. 

YOUNG MAN, 30 YEARS OF AGE, with 
12 years’ experience in retail hardware and paint 
line, desires position with firm in Metropolitan 
area. Can help buy; also keep books, if necessary. 
Address Box D-972, care of Harpware AGz, 
239 W. 39th St., N. Y. City. 





MANUFACTURER'S AGENT FOR NEW 
ENGLAND desires to represent one good factory 
line. Have a large following among the hardware 
jobbers and leading retail stores. Single, drive 
new car. A-1 references. Commission basis satis 
factory. Address Box D-960, care of Harpware 
Ace, 239 W. 39th St., N. Y. City. 





SALESMAN, WELL KNOWN TO THE 
hardware, department store and automotive job- 
bing trade in New England desires connection 
with well-rated manufacturer who wants 100% 
representation. References and financial status 
gladly forwarded to those interested. Address 
Box D-940, care of Harpware Ace, 239 W. 
39th St., N. Y. City. 


“I WANT A JOB.” Is there a boss still avai)- 
able with sporting blood and initiative, that is 
willing to hire me? Age 35, know hardware, sport- 
ing goods, paint, also electrical supplies. Fish, 
hunt, ride well and like dogs. 5 ft. 9 inches, and 
weigh 150 pounds. Protestant. Not married. Ad- 
dress Box D-955, care of Harpware Ace, 239 
W. 39th St., N. Y. City. 








MANUFACTURER’S REPRESENTATIVE 
DESIRES A RELIABLE manufacturer’s line 
in Philadelphia, Eastern Pennsylvania and New 
Jersey. Have covered this territory for twelve 
years and well established with hardware — 
and retail stores. Know credit standin ‘over 
territory in auto. Best of reference ey 
Address Box D-961, care of Harpware Ace, 239 
W. 39th St., N. Y. City. 








YOUNG MAN, 27 YEARS OLD, desires posi- 
tion with growing hardware concern, vicinity New 
York City preferred, but willing to go out of town 
if position warrants. Sober, conscientious and 
willing to learn. Six years’ experience in ship- 
ping and stock room with New York hardware 
manufacturing plant. Best of references. Ad- 
dress Box D-978, care of Harpware Acer, 239 W. 
39th St., N. Y. City. 





POSITION WANTED IN HARDWARE 
DEPARTMENT or store. Have had 20 years’ 
experience as salesman and manager. Can esti- 
mate, install heating systems, have had some 
five years in sheet metal shop. Operated own 
business for nine years for hardware and sheet 
metal work. Am 45 years old and married. 
Would prefer independent ownershiv. not chain 
organizations. Address Box D-943, care of 
Harpware Ace, 239 W. 39th St., N. Y. City. 





MANUFACTURER’S REPRESENTATIVE 
DESIRES A LINE for the New England terri- 
tory. Trade covered—wholesale and retail hard- 
ware and paint, also chains. mtact every de- 
sirable account in the territory and have strong 
following. Prefer to handle one line only for a 
substantial, well-rated manufacturer, on a salary 
and expense basis only. References and sales 
record will satisfy your most exacting require- 
ments. Address Box D-979, care of Hagpware 
Acm 239 W. 39th St., N. Y. City. 





YOUNG COLLEGE GRADUATE, 24, NOW 
EMPLOYED as manager in charge of a New 
York jobbing firm. Wishes to make connection 
with a suitable manufacturer who desires sales 
representation in Metropolitan New York and 
surrounding territory by an alert, ambitious and 
live-wire salesman. Qualifications: genuine sales 
and executive ability, unimpeachable character, 
experienced correspondent; car and_ established 
following among hardware and janitor supply 
trade. Address Box D-967, care of Harpware 
Ace, 239 W. 39th St., N. Y. City. 





YOUNG, ALERT, EXPERIENCED AND 
RELIABLE manufacturer’s representative is 
desirous of making a new connection. Now cov- 
ering and selling to the hardware and paint trade 
throughout New England, both wholesale and re- 
tail. Present work consists of contacting estab- 
lished outlets and developing new ones. Have 
doubled business of present connection in one 
year in the New England territory. If you are 
interested in obtaining the finest possible repre- 
sentation in this territory, and have a sound propo- 
sition to offer, please write to—Box D-980, care 
of Harpware Ace, 239 W. 39th St., N. Y. City. 











IS IT WORTH $1.00 MONTHLY to have 
your name kept before all the important manu- 
facturers of the lines you desire? Service is 
open to salesmen with excellent references only. 
Many lines available now. Free service to manu- 
facturers. Reply to—-Box D-962, care of Harp- 
ware Ace, 239 W. 39th St., N. ¥. City. 














Samples of Merchandise, Literature, Catalogs, etc., will not be forwarded unless accompanied by full 


postage for remailing. 
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(Sales Representatives Wanted | 


Accounts Wanted =| 

















FINANCIALLY RESPONSIBLE 
DISTRIBUTORS, 
SPECIALTY SALESMEN & 
MANUFACTURERS’ AGENTS 
To sell wholesale and retail FABREBZE AIR 
COOLERS, also FABREEZE ELECTRIO 
PORTABLE EVAPORATIVE AIR COOLERS 
—big money for real producers. Limited in- 
vestment required in mdse., show quick cash 
turnover. You can build up large volume 
business selling these units to cafes, hospi- 
tals, barber and beauty shops, clubs, homes 

and dealers. 
—Retail prices from $13.95 to $79.50— 
Write airmail today for details. 


TURNER | BROTHERS what COMPANY 


Douglas Ave., Wi 














OLD RELIABLE CORPORATION OFFERS 
WONDERFUL opportunity to sideline or full- 
time salesmen. Selling furniture, hardware, de- 
partment stores. Fast patented sellers. Small 
light sample case. Positively world’s finest. Call 
on only best concerns. Best selling season now. 





Address—Dustmaster Corporation, Minneapolis, 
Minnesota. 
MANUFACTURER’S REPRESENTATIVE 


DESIRES TO SELL nationally known line of 

builders’ hardware on commission basis. Must be 

well established with the trade. State lines han- 

dled, and territory covered. Address Box D-977, 

ane of Harpware Ace, 239 W. 39th St., N. Y. 
ity. 





SALESMAN WANTED FOR’ LOWER 
MICHIGAN by well-rated manufacturers to sell 
well known line of attractive, moderately priced 
aluminum cooking utensils direct to the retail 
trade. Will consider only experienced salesmen 
who know the retail hardware trade in territory 
and who have had experience selling housewares. 
Full commission paid weekly. Exclusive terri- 
tory and a large number of developed accounts. 
Adéress Box D-983, care of Harpware Ace, 239 
W. 39th St., N. Y. City. 





LEADING MANUFACTURER OF A COM- 
PLETE LINE OF CHROMIUM CABINET 
HARDWARE WANTS SALES REPRESEN- 
TATIVES WHO NOW HAVE AN ESTAB- 
LISHED FOLLOWING WITH LARGE RE- 
TAIL TRADE IN NEW ENGLAND, PENN- 
SYLVANIA, BALTIMORE, WASHINGTON, 
MINNESOTA, ST. LOUIS, OR KENTUCKY. 
TO INSURE ATTENTION TO YOUR LET- 
TER, PLEASE ANSWER THE FOLLOWING: 
1, WHAT TERRITORY DO YOU NOW 

COVER AND FOR HOW LONG? 

2. WHAT BUILDERS’ HARDWARE SALES 

EXPERIENCE HAVE YOU HAD? 

3. WHAT LINES DO YOU NOW CARRY? 

ADDRESS BOX D-951, CARE OF HARD- 


HARDWARE JOBBERS WANTED 


in all sections United States, to sell the 
original American Made Needle Point, CASA 
FLOWER HOLDERS. Write for details. 


Casa Products Company, Mfg. 


11467 Chandler Blvd., North Hollywood, Cal. 











SAL ESMEN TO CALL ON JOBBERS, de- 
partment stores and large premium users with 
several patented specialties. Liberal commission, 
Address Box D-984, care of Harpware Ace, 239 
W. 39th St., N. Y. City. 





WANTED—HIGH-GRADE INSIDE LOCK- 
SETS, front door sets, store door sets, and kin- 
dred lines, direct to independent hardware dealers 
in South Eastern States, on straight commission. 
Address Box D-958, care of Harpware Ace, 239 








W. 39th St., N. Y. City. 
~ CALIFORNIA — OLD ESTABLISHED 
MANUFACTURERS’ AGENCY, maintains 


warehouses in both San Francisco and Los An- 
geles, contacts top hardware, tool and automotive 
jobbing accounts, now representing four manu- 
facturers, wants an additional quality line. Can 
furnish any required references. Representative 
of this company expects to be in the East, month 
of May. Address Box D-971, care of HARDWARE 
Ace, 239 W. 39th St., N. Y. City. 





SALESMEN WANTED! FOR EXCEP- 
TIONAL POPULAR-PRICED SPORTING 
GOODS line such as footballs, boxing gloves, 
basketballs, baseballs, baseball gloves, etc. Sev- 
eral choice territories now open. Attractive propo- 
sition to salesmen well acquainted among sporting 
goods, hardware and department store trade. Can 
be carried with allied lines. Address Box D-957, 
care of Harpware Ace, 139 W. 39th St., N. Y. 
City. 

MANUFACTURERS’ REPRESENTATIVES 
WANTED TO SELL BUILDERS’ HARD. 
WARE IN FULLY PROTECTED TERRI- 
TORIES ON COMMISSION BASIS. REQUIRE 
EXPERIENCED MEN WITH ESTABLISHED 
FOLLOWING WITH RETAIL HARDWARE 
AND LUMBER ACCOUNTS. PLEASE REPLY 
STATING LINES NOW HANDLED, TERRI- 
TORY ACTIVELY COVERED, AGE, NA- 
TIONALITY, EXPERIENCE, ETC. AD- 
DRESS BOX D-968, CARE OF HARDWARE 
AGE, 239 W. 39TH STREET, N. Y. CITY. 


i Accounts Wanted 


WANTED: FROM RELIABLE MANUFAC- 
TURERS ADDITIONAL lines for Northern 
California by well-established representative cover- 
ing large retailers and jobbers. We satisfy where 
distribution is desired. We have a following. Ad- 
dress Box D-965, care of Harnware Ace, 239 W. 
39th S., .. ¥. City. 

MANU FACTURER’ S AGENT COVERING 
CHICAGO, Cook County and suburban territory 
with high-grade well established line to the whcl>- 
sale, retail hardware, lumber dealers and certain 
department stores, desires an additional line. Com- 
plete coverage. Address Box D-976, care of 
Harpware Ace, 239 W. 39th St., N. Y. City. 


























SALESMAN, FIFTEEN YEARS WITH 
PRESENT connection, will represent manufac- 
turers in hardware, houseware and mill supply 
lines on commission basis in Detroit and Michi- 
gan territory. Long contact with this trade. A 
limited number of lines desired. Address Box 








[ Bunriness Opportunities | 


FOR SALE—USED FLOOR SANDERS, re- 
built at factory. As low as 25%-50% of original 
prices. Address Box D-974, care of Harpware 
Ace, 239 W. 39th St., N. Y. City. 

~ 38 YEARS OF GOOD WILL—retail bardware 
store and apartment, business center Main Street, 
2500 sq. ft. floor space; fixtures available. Ap. 
ply—George Lascelle, 250 Schenck Ave., West- 
bury, L. I. 


WANTED: WE PAY CASH FOR HARD. 
WARE TOOLS, plumbing supplies, paints, 
garden supplies, discontinued or shopworn items, 
electrical goods, hardware fixtures, etc. Any 
quantity. Address: L. 
29 & Michigan Ave., 


FOR SALE: RURAL HARDWARE BUSI- 
NESS located about 20 miles from Philadelphia, 
in a buying centre serving approximately 20,000 
people. Owner must sell because of other in- 
terests. New Owner will make a profit immedi- 
ately. Address Box D-982, care of Harpware 
Ace, 239 W. 39th St., N. Y. City. 

HARDWARE MAN, PROPRIETOR | ‘AGE 
37, twelve years established, excellent credit rating, 
manufacturers, jobbers, formerly employed by 
the largest hardware stores in the City of New 
York, as manager, buver, salesman, window 
dresser, now located in Metropolitan New Jersey, 
would like to merge with a reliable concern as a 
shareholder investing stock equity about $12,000, 
including daily services. Any reference furnished 
—character, capability, business. Replies strictly 
confidential. Address Box D-969, care of Harp- 
warE Ace, 239 W. 39th St., N. Y. City. 














Suesserman & Bros., Rte 
Union, N. J 














| Help Wanted | 


WANTED—SALES PROMOTION MAN. 
AGER FOR general hardware wholesale business 
overating in Western Pennsvivania. Address Box 














D-985, care of Harpware Ace, 239 W. 39th St., 





WARE AGF, 239 W. 39TH STREET, N. Y. 
CITY. 


N. Y. City. 


D-931, care of Harnware Ace, 239 W. 39th St., 
N. Y. City. 





The Story of the 


“Want Ads” 


in the hardware trade. 





“WANT AD” 


A Business paper’s value as a vehicle for 
depends upon how widely and 
thoroughly it is read in its field. Every 
classified advertiser in placing his adver- 
tisement in HARDWARE AGE offers spon- 


taneous evidence of his conviction that this 


Year after year HARDWARE AGE has led its field 
in the volume of classified 
tising published. 
e valuable aid in bringing together buyer and seller, 
employer and employee. 
hardware trade most closely know, from observation 


and experience, 


widely and thoroughly read by live hardware men. 


as well as display adver. 
@ Its classified columns have proven 


Those who contact the 


that HARDWARE AGE is moss 





paper is mostly widely and thoroughly read 


HARDWARE AGE 


239 West 39th St., New York City 
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TRICQ— 


packed in attractive 5-unit color band- 
ed cartons. FIVE TIMES MORE PROFIT. 


The 7-color display box attracts attention and 
is a reminder to buy. It all adds up 
fo EXTRA PROFITS for you. 


Ask your Jobber for COLORTOPS 
Write for Sample. 


TRICO FUSE MFG. CO. 


MILWAUKEE WISCONSIN 


OLORTOP 


FUSES 


THE COLOR TELLS THE SIZE 


SELL 5 TO! 


COLORTOP FUSES are 








HOUSECLEANING TIME MEANS 


EXTRA PROFITS FOR YOU! 


There’s year ‘round demand for this 
low cost Pollyanna Sweeping Set—and it’s 
an extra active seller right now! Display 


it and housewives buy it on sight! 


Pollyanna is priced for volume sales yet 
it’s a quality product and looks it. Finished 
in pastel green, mandarin red and ivory 
with green handles, they attract cus- 
tomers’ eyes! Dust pan has semi-covered 
top, beveled real rubber inserted edge. 


tsk Your Wholesaler About Our Low Prices 


PATENT NOVELTY COMPANY 


305 Eighth Avenue Fulton, Ilinois 














No Increase for World’s Fair 


YES, SIR! Empire rates will begin as always at $2 single, 
$3 double ($2.50 for single with private bath, $3.50 double). 
This modern, 14-story hotel is an IDEAL HEADQUAR- 
TERS FOR N.H.A. CONVENTION. 10 transit lines to 
all New York and direct subways to Fair. Food, valet and 
laundry prices are down to earth and service is unsurpassed. 
May we send you our FREE booklet J? 


mw EMPIRE 


BROADWAY AT 63D STREET—NEW YORK 
At the Cateway to Times Square Edw. B. Bell, Cen. Mgr. 











Genuin° NQOMES ° SILENCE 
SLIDE eli SOFTLY - SMOOTHLY 
SAVE FURNITURE 

& FLOORS-CREATE QUIET 


f Silenc 


Rubber Cushion Glides 


ey ae) eee) -) ee ed write to 


DOMES of SILENCE, Inc., 35 Pear! St. N.Y. C. 
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MO GROGT GO. cccdccccscsce 
Acme Steel Company........... 
Aladdin Industries, Inc........ 
eee ee Gin BOB. ccctcces 
Allen Mfg. Co., The 
Allen Mfg. Co., W. D. 
All-in-One Cement Co... 
Alter (o., The Harry ........ 
American Cabinet Hdwe. Corp... 
American Chain & Cable Co., Inc. 
American Chain Div...... Perr 
American Fork & Hoe Co., The.. 
American Mfg. Co.......0+.-. 
American Shearer Mfg. Co. 
American Steel & Wire Co...... 
American Thermos Bottle Co. .. 
American Turpentine Farmers 
Assoc., Cooperative 
American Window Glass Co..... 
American Wire Fabrics Corp.... 
Ames Baldwin, Wyoming Co. 
Animal Trap Co. of America... 
Arcade Mfg. Co........ imece 
Archer-Daniels-Midland Co. . 
Armstrong-Bray & Co. 
Armstrong Bros. Tool Co.. 
Arvey Corp. > oe 
Associated Mfrs, Inc 
Atkins & Co., E. ¢ 
Automatic P roduc ts Co. 
Autoyre Co 3 


Babcock Co., W. W. 

tuker McMillen Co. . 
Ballonoff Metal Products © 0. 
Sarr Rubber Prods. Co. - 
Barrett Co., The 
Bartlett Mfg. Co. 
Bassick Co., The 

teall Tool Co. 
Behr Manning 


Corp. 


Bellevue-Stratford Hotel 
Sernz Co., Ine., Otto 
Bethlehem Steel Co. 
Binks Mfg. Co. 


Bissell Carpet Swee pet r €o.. 
Blaisdell Pencil Co. 
tommer Spring Hinge Co 


SS A See eee ee 
Boston Woven Hose & Rubber 
> MV Trerrerrrerre tert 
Boyle Co A. S. (Black Flag 
DAV.) ccscccverececesecseess 


(Plastic Wood) 


Boyle Co., A. 8. 
(Three-in-One 


Boyle Co., A. 8. 
Oil Div 066 
Briggs & Stratton Corp. 
Brown Corp., R 
Brown & Sharpe 
Brush Nu Co 
Builders’ Hdwe. 
Bushman Saw Div. 


Mfg. i. ee , 


Textbook 


Cc 
& Varnish ¢ 


‘albar Paint 
‘apewell Mfg. Co. ‘ 
‘arborundum Co., The 

arey Co., The Philip . 
‘arnegie-Illinois Steel Corp. 
‘arrollton Metal Products Co.... 


‘arter Prods. Corp. .......... 
‘asein Co. of America ........ 
hampion Hardware Co., The... 


héney Hammer Corp., Henry... 
‘hicago Lock Co 
‘hicago Roller Skate Co. 
hicago Spring Hinge Co. ..... 
‘hicago Wheel & Mfg. Co..... 
laridge Hotel .........-. 
lark Mfg. Co., J. 
‘layton & Lambert 
lemson Bros., Inc. ........ 
‘leveland Chain & Mfg. Co., T he 
leveland Wire Spring Co., The 
‘lover Mfg. Co. ve 
‘oburn Trolley Track Co. 
‘oleman Lamp & Stove Co..... 
‘ollins Co., The 
olson Corp., The 
‘olumbia Steel Co. . 
‘olumbian Rope Co. 
‘olumbian Vise & Mfg. Co...... 
‘oneco Engineering Works a 
‘ongoleum-Nairn Co. . 
‘onnecticut Valley Mfg. Co. 
‘onsolidated Sales Co. 
‘ontinental Sereen Co, 
‘ontinental Steel Corp. 
‘ook Co., H. C., The 
‘ooper Mfg. Co. 
rescent Tool Co.. . 
ross Co., W. W. ‘ oa 
‘yele Trades of Ame rie a, Inc.. 
velone Fence Co. . am 


L. 
Mfg. Co.. 


Daisy Mfg. Co. Y 
Daniel Co., Edw. W...... 
Dazey Churn & Mfg. Co. 
Delco Appl. Div. i 
Dempster Mill Co. 
Deniston Co., The 
DeW itt Ope rated Hotels 
Dexter Co. 
Diamond Calk Horseshoe Co. 

Dickson Weatherproof Nail Co 


meee 
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Dietz Co., R. E. 
Disston & Sons, Inc., 
Dixon Crucible Co., 
Domes of Silence 
Dooroscope Co., Inc., 
Drake Electric Works, Ine. 
Draper-Maynard Co. 
du Pont de Nemours & Co., Inc., 


Mat Co, 


% Henry ete 
Joseph 


Durable 


Lock Co. 
Eagle Mfg. Co. 
Eagle Rule Mfg. Co. 
Edlund Co. 
Edmont Mfg. Co. 
Elastic Tip Co., 
Electro-Line Fence Co. 
Embury Mfg. Co. 
Empire Plow Co. 
Estate Stove Co., 
a ge Se eee “er 
Evans Prods. Co. eave 
Everedy Co., The 
Evinrude Motors 
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Fairbanks-Morse & Co. 
Farrell-Cheek Steel Co 
Fate, Root, Heath Co., The 
Fletcher Terry Co 
Flexible Steel Lacing Co. 
Florence Stove Co. 
Ford Motor Co. 
Fox Shotguns 
Frankelite Co. 
Frantz Mfg. Co. .... 
French & Hecht, Inc. .. 
Frick-Gallagher Mfg. Co. 
Frigidaire Div. 


Gale Products 
Gardiner Metal Co. 
Gardner Wire Co. 

General Electric Co. 


Seniten Devices 

Lamp Div. 

Wiring Devices 
Gephart Mfg. Co. 
Gibson Electric Refrigerator Corp. 
Gilbert & Bennett Mfg. Co. 
Gillette Safety Razor Co. 
Glass Coffee Brewer Corp. 
Goodyear Tire & Rubber Co., Inc. 
Graham Mfg. Co. 
Grand Specialties 
Gray & Dudley Co. 
Greenfield Tap & Die Corp..... 
Greenlee Tool Co. 
Griffin Mfg. Co 
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Halter Sons Co., Jacob 

Hamlin Metal Prods. Co. 
Hanover Wire Cloth Co. 
Hanson, Henry L. ne 
Hanson Scale Co. 
& Richardson 


Hardware & Mfg. Co., 


Arms 


Hastings Canvas Co. 
Hawkins Co., The 
Hazard Insulated Wire Works .. 
Heckethorn Mfg. & Supply Co... 
Heinecke Co. 
emer & Ge, W. Crcccciccesices 
Heller Bros. Co. a 
Hilger Co., The 
Hoppe, Inc., Frank A....... ° 
Horst Universal Sales Co....... 
Hotel Benjamin Franklin....... 
Hotel Empire 
Hotstream Heater Co. 
Hoyt & Worthen oe =e 5 
Huenefeld Co. 
Hustler Corp. 


Imperial Bit & Snap Co 
Independent Lock Co. 


EOE ere 
Indiana Steel & Wire Co. ...... 
Ingersoll Steel & Dise Div. Borg 

... 2 Re 


International Harvester Co., Inc. 


| International Nickel Co., Inc 


| Jennings Mfg. Co., 


Irwin Auger Bit Co., The 


Jackson Mfg. Co. 
Jacuzzi Bros., Inc. 


The Russell 
Justrite Mfg. Co is 


K 
Kato Engineering Co. 
Kautenberg Co., W. E. 
Keen Mfg. Co. 
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Keiser 
Kennel 
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Keystor 
Klein 4 
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Lock wor 
Lowe B 
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McGill 
McKinn 
Macklar 
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Marble 
Marshal 
Master 
Master 
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Megows 
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Miami 
Philip 
Milcor § 
Miller, 
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Kennel Food Supply Co......... 
ROMP WENGE GR ccccsocacecs 
Keystone Steel & Wire Co. 
ge 2 eS ee 
K-R-O Company 
L 

Lamson & Sessions Co. .. 
Landers, Frary & Clark ...... 
Lead Industries Assoc.......... 


Libbey-Owens-Ford Glass Co.. 
Lincoln-Schlueter Floor Machin- 
RS re ee 
Lockwood Hdwe. Mfg. Co....... 
Lowe Brothers Company, The ... 
Lufkin Rule Co., The Sea wee 
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McCormick Sales Co., 
McGill Metal Prods. 
McKinney Mfg. Co. 
Macklanburg-Dunean 
A rar oe 
Marble Arms & Mfg. Co. 
Marshalltown Trowel Co. 
De EE Ge ecnécatccceace 
Master Rule Mfg. Co., 
Masters Planter Co. 
Mayes Bros. Tool Mfg. 
pS IESE Hen ee 
Merchandise Mart, The 
Metal Textile Corp. ..... 
Miami Cabinet Div. of 
Philip Carey Co. ... 
Mileor Steel Co. .. 
Miller, Inc., Robert E. 
Millers Falls Co. 
Minnesota Mining & Mfg. Co... 
Moore Enameling & Mfg. Co., 
ES eee er eee 
Moore Push Pin Co. 
Morse Twist Drill & Machine Co 
Mossberg & Sons, Inc., O. F.. 
Murphy's Sons Co., Robert 
Murray Ohio Mfg. Co., The .... 
Myers & Bros. Co., The F. E.... 


Co. eee, 


N 
Nash-Kelvinator Corp. (Kelvina 
et ME ccaneee dokvveus a 
National Brass Co. .......... 
National Carbon Co., Inc. ...... 
National Enameling & Stamping 
6:6 dara dad yn. 0'4.dqcachrere walernaiara 
National Mfg. Co. 
National Pressure Cooker Co.... 
National Screen Co. 
New Haven Clock Co., 
Newport Industries 
New York Solder Co. 
Ney Mfg. Co., The 
Nicholson File Co. 
Norcross & Sons, C. 8. 
Norge Division 
North American Press, The 
Northwestern Steel & Wire Co. 
Norton Door Closer Co. 
Norton Lasier Co 
Nu-Tone Chimes, 






Inc. 
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Ohio Foundry & Mfg. Co. 
Okonite Co., The 
Owens-Illinois Can Co. 
Gufere Teel CO... .cccccsesscoes 





Page Seed Co. 
Paine Company, 
Parker Co., Charles 
Patent Covetis Oe .cccccceces 
Patent Novelty Co. 
Peck, Stow & Wilcox Co. 
Pecora Paint O80. ..cccccecece 
Perfection Stove Co. . 
Peters Cartridge Div. 
Pigro Leather Co., The ........ 
Pioneer Rubber Co., The 
Pittsburgh Plate Glass Co...... 
Pittsburgh Steel Co. 
DD SI. a howe tecsicbveedée 
Plumb, Inc., Fayette R. 
Plymouth Cordage Co. 
Plymouth Rubber Co., 
Porter, Inc., H. K 

Premax Products 
Prime Mfg. Co. 
Progressive Mfg. 
Puritan Cordage 


pahogesse sens 
Mills 


Quinn Wire & Iron Works 


R 
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Raybestos-Manhattan, Inc. 
BOe-O-Vae CO. cccccccsecsccces 
Reeves Steel & Mfg. Co........-. 
Remington Arms Co., Inc...31, 43 
Republic Steel Corp. .......+... 
Reynolds Wire Co. ........-+.- 
Rich Ladder & Mfg. Co., The 
Richards-Wileox Mfg. Co. .....- 
Rixon Co., Osear C. . 


MAY 16, 1940 





LIETTITTISTt 


| 


The Dash (—) Indicates that the Advertisement Does Not Appear in This Issue 


Co., Ine. 
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Inc. 


Rogers Isinglass & Glue 
Rotenone Prod. Co., 
Royal Electric Co., 
Ruby Chemical Co. 
Russell, Burdsall & 
& Nut Co. 
Ryerson & Son, 


) Rochester Sash Balance 
| 


Inc., J 


s 
Samson Cordage Works 
Sands Level & Tool Co. 
Sandvik Saw & Tool Corp. 
Savage Arms Corp. 
Schalk Chemical Co. 
Schatz Mfg. Co. 
Schick Dry Shaver, pave 
Schlueter Mfg. Co. ........ 60 
Schollhorn Co., The Wm. ..... 81 
Sentinel Radio Corp. ... . 
Sewerage Comm., The ..... 
Shapleigh Hardware Co. .... 
Sheffield Bronze Powder & Sten 
POR Tre rere vee : 
Shelby Cycle Co. rere 1 
Shelby Spring Hinge Co. 
Sherman Mfg. Co., H. B. 
Silex Co. 
Silver Lake Co. 
Simplex Mfg. Co. 
Skilsaw, Inc. 
Slip-Lok, Ine. 
Smith, Inc., Landon P. 
Socony-Vacuum Oil Co. 
Soilicide Lab., Ince. ras 
Speedway Mfg. Co. ...... | 
Stampit Corp. 
Standard Fence 
Stanley Tools, 
ley Works 
Stanley Works, 
Stearns & Co., E. C 
Steiner Prods. 
Stevens Arms Co., J. 
Stewart Iron Works Co., 
MD. 66 0.0 po 0.9:06.4406 500008042 
Swift & Co. 
Swing-A-Way Steel Prods, C 
Syncro Devices, Inc. ...... 


Ine. 


Div. of the Stan 


Tamms Silica Co. 
Te: SR, Be. hb 0 esac esvicces 
Taylor Instrument Companies... — 
Tennessee Coal, Iron & Railroad 
CO, ceccccccccsccccccccceccs - 
Teseee Gameee OS, as v0.0 secre. 
ee & Son Co., The Henry 
Tobacco By-Prods. «& 
Corp. 
Toro Mfg. Co. 
Si 5 ae . 80 
Trico Fuse Mfg. Co. .......... ys 
TUMPIOTIORR cocci vcdcscvecacers 
Triplex Screw Co., 
Tru Test Marketing 
dising Corp. 
Tubular Rivet & Stud Co. ...... 82 
Tucker Duck & Rubber Co. .... 
Han 


& Merchan- 


Turner, Day & Woolworth 
dle Co. 


Union Fork & Hoe Co., The.... 
Union Hardware Co. 
U. 8. Steel Corp. 
United Steve Co. .....602.... 
Universal Lawn Tool Co. 
Utica Drop Forge & Tool oven ne 
Utility Hawe. Co. 
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Vaughn & Bushnell Mfg. Co. 
Vaughn Novelty Mfg. Co., 
Victor Electric Prods., Inc. 
Vent-A-Hood Co., The .......- 
Wie Vee GO, ccccaseseoncs. 
Vichek Tool Co., 


w 


ee ee Ge 5s 0 bn eiee . 93 
Wall Rope Works 
Wappat, Fred W. 
Warner Mfg. Co. 
Warren Telechron Co. 
Warren Tool Corp. 
Warwood Tool Co. ...,....-.-- 
Westclox 
Western Cartridge Co. 
Western Cataphote Corp. 
Western Wire Prods. Co. 
Westfield Mfg. Co. ......... 
Westinghouse Electric & 
GOs Scccpcsicrecdeeseesteisece 
Wickwire Brothers 
Wickwire Spencer Steel Co. .. 
Winchester Repeating Arms Gaia 
Wire Screen Cloth Mfrs.’ Insti 
GH, cece sneasecvascsicces 
Woodruff & Sons, Inc., F. H..... 
Wooster Brush Co. 
Wright Prods. Mfg. 
Wright Steel & Wire Co., G. F. 
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Yale & Towne Mfg. Co., The ... 5 





and 








you'll sell 


3 Popular Price Leaders 


25c—50c—75c 
Others Up to $3.00 


Get the free Cut Open Chi- 
cago Lock Demonstrator 
from your jobber. Hand it 
to your customers and when 
they see revolving cam and 
sliding bolt lock BOTH 
SIDES of Shackle—-Watch 
them BUY! Ask your job 
ber today. 


2 Milled 
Keys with 
ALL 


Chicago 
Padlocks 














MORE Padlocks 


Dealers! here's a sure, easy way 
meet and BEAT price competition on 
quality basis .. . sell “DOUBLE Lock 
ing—DOUBLE Security’’ with the qual 
ity-built, popularly-priced Chicago Par 
locks. IT PAYS !—as hundreds of lis 
wire dealers can tell you 








CHICAGO LOCK CO. 


2024 N. Racine Ave., Dept. 15, Chicago, Ill. 





‘Tip RipaceagerlythaSen” 


The Claridge is not only known as Atlantic City's 
tallest and newest ocean front hotel, but it is 
equally famous for the luxury and comfort of its 
appointments and the thoughtfulness of its service. 
Each of the 400 spacious rooms has an outside 
exposure, and most of them have an unobstructed 


view of the beach, boardwalk and park. All rooms 


have private bath, with both tub and shower, 
fresh and sea water. Glass enclosed Solarium on 
24th floor. Three ocean sun decks. Health Baths. 


European Plan 


Washington Office 
Philadelphia Office 
Pittsburgh Office . 


Gerald R. Trimble 
General Manager 


. Telephone District 2685 
. Telephone Kingsley 3150 
Telephone Atlantic 6240 








MIICOR, Farm Roofing Line 


1. “Perfect-Lap Two- 
drain’’ Channel 
Roofing. 


. 5-V Crimp Roofing. 
. 3-V Crimp Roofing. 
. 2-V Crimp Roofing. 


- Non-Syphoning 
Corrugated Roofing. 


. 212" Corrugated 
Roofing. 


. Pressed Standing 
Seam Roofing. 


Also available without 
Perfect-Lap feature 





\ This new, helpful 
MILCOR, book sent free to you! 


Keeps you well-informed on farm building materials 4 Milcor Barn 
to help you get a full share of the profits they offer— “aa 

Fo N i rts, 
Convenient manual helps you recommend the right a Sion Sor inns 


Milcor farm building products — for barns, hog houses, and creameries. 

poultry houses, and other buildings — to give farm Bana 

customers long-time service and satisfaction, and bring | , : 

them back to you for other popular Milcor products. Lie. Page re 

Illustrates and describes the complete line of Milcor Ventilator 

Farm Roofing carried in ready-to-ship stocks — includ- eb 

ing Milcor “Perfect-Lap Twodrain” Channel Roofing * rigs a geass 

and Milcor Non-Syphoning Corrugated Roofing — offensive odors 

and other materials that help you show farmers how & as eS 

to solve ventilating and lighting problems, roofing ges ag 2 

problems, watering and feeding problems .. . and get cae, 
their orders. Have the Milcor Steel Roofing and Siding a Siabeanieod 
Manual handy in your office. It makes selling easier. AM FS > Feeding Trough 
Send for it by mailing the coupon today. G-43 ee Heavily galva 


nized, Leakproof. 
Rust-resisting. 


e<=--=T ear out this coupon and mail today! ===== Rolled edges. 


MILCOR STEEL COMPANY a = 











S. 4lst and W. Burnham Sts., Milwaukee, Wis. 


Please send me my copy of the free, color- 
ful Milcor Steel Roofing and Siding Manual. 


Milcor Hog House Window 

Puttyless. Made either station 

ary or with easily-operating 
ventilating attachment 


MrccoR. STEEL ComPanY 


MILWAUKEE. WISCONSIN CANTON. OHIO L . 
HICAGO, ILL. © KANSAS CITY, MO LJ s 
* NEW YORK. N. Y OCHEST 1. LTIM MI Milcor Round-End Stock Watering Tank 
‘ Minne s Minr k Ark Dallas x Denve 2 ’ 
— F Corrugated galvanized sheet steel. Will not 
warp or crack. Easy to move and clean. 
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Vis coming 
Lo you ! 


Increased business on Savage Sporting Arms is coming to you this 
spring and fall. New, fascinating features—known standards of 
quality —exceptionally attractive retail prices—national advertising 
to millions of sportsmen and farmers—all combine to send more 
customers to you for Savage rifles and shotguns. Note particularly 
the following leading items to be promoted this year, and be pre- 
pared to supply the demand. 


FOR SPRING PROMOTION FOR FALL PROMOTION 


Savage Automatic Savage Over and Under 

-22 Rifles 
Model 6 Illustrated. Tubular Magazine. To retail at $1625 
Model 7. Clip Magazine. To retail at $1425 


Savage Slide Action 
Repeating .22 Rifle 
Model 29 To retail at $2385 


Savage Bolt Action 
-22 Rifles 


Model 5. Tubular Magazine Repeater. $1335 
{Iustrated} To retail at 


Model 4. Clip Magazine Repeater. To retail at $995 
Model 3. Single Shot. To retail at $540 


a 





Savage Utility Gunn 10 retail a: $1935 


Single Barrel Shotgun 
Model 220 To retail at $jjoo 


Shotguns 
Model 420 Illustrated. To retail at $3 59° 
Model 430 DeLuxe. To retail at $3950 


Savage Automatic 
Shotguns 
Model 720 To retail at $4645 
Model 720-P. With Polychoke. To retail at $5549 
Model 720-C. With Cutts Compensator. $6495 


To retail at 


= 





Savage Single Shot 
High Power Rifle 
Model 219 To retail at $1485 


Savage Hi-Power 
Repeating Rifles 


Model 99-EG Illustrated. To retail at $4.7790 


Merchandising material furnished free direct from factory. 
Your jobber can fill your stock requirements, now. 


SAVAGE ARMS 


MAY 16, 1940 


CORPORATION, 


THE CALL 


DEPT. L-43, UTICA, N.Y. 
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1843-Suppieuan’s MVETY-SEVEN YEARS OF HONORABLE SERVICE-1940 


No. ND603 


On ALITY vu TS 


(REGISTERED) 


» Msk THE User 
kgs ee 


‘conned EDGE 1S_A QUALITY PLEDGE" 
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